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1959’s Biggest Selling TV Punch for Shoe Retailers 
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“| give neoprene soles a lot of credi 


for the success of Georgia boots 
SUS thecrsmcenecomais 


Flowery Branch, Georgia 


In twelve years the Georgia Shoe Manufactur- 
ing Company has grown to the point where it 
now produces 11,000 pairs of work boots and 
shoes a day. Neoprene soles have played an 
important part in this success. They were used 
on some of Georgia’s earliest styles. and as new 
styles have been introduced. they have been 


specified over and over again. 


Perhaps the best testimonial for neoprene 
soles lies in the thousands upon thousands who 
now wear Georgia's neoprene-soled boots and 
work shoes. There are service station attendants. 
for example. who prize neoprene’s resistance to 
oil, grease and gasoline . . . chemical and re- 
finery workers who get longer wear around 
acids, petroleum products and heat . . . miners 
and loggers who need a chip. scuff and crack 
resistant’ sole... and servicemen who ap- 
preciate neoprene’s resistance to cold-weather 
cracking and practically every other kind of 


punishment. 


This is the kind of performance for which 
neoprene has been famous ever since it) was 
introduced in 1932. Quickly adopted by  in- 
dustry, it soon won its way into consumer prod- 
ucts and shoe soles because of its exceptional 
durability. New types of neoprene. and im- 
provements in established types, have helped to 
keep it the longest-wearing, resilient soling ma- 


terial available. 


As recognition of this fact, Georgia now uses 
neoprene soles on engineer and logger boots. 
many kinds of work shoes. and steel-toe safety 
shoes. Specify neoprene soles and heels for your 
shoes. E. 1. du Pont de Nemours & Co. (Ine.), 
Elastomer Chemicals Dept... Wilmington 98, 


Delaware. 


REG. U. S. PAT, OFF. 


NEOPRENE 


Better Things for Better Living 
... through Chemistry 





Proved sales success... over 3500 leading shoe 
and department stores are ordering and reordering 
Hush Puppies in their five popular styles and a 
parade of eleven colors. 

Why? Because they’re priced to build profits 
through extra pairage (men’s styles start at $8.95 
And . . . national advertising has helped create 
strong demand; so retailers can take the full 
mark-up. 


But, remember ... only Hush Puppies are genuine 
brushed pigskin. Only Hush Puppies have 
“SCOTCHGARD” Brand Leather Protector —tanned 
right in—to keep them water repellent, soil 
resistant. 


) 


Hush Puppies are built for comfort, too—only 1: 
ounces per shoe, bouncy-balloon crepe soles, steel 
shank support. Narrow, medium and wide widths! 


Hush Puppies will be available 
for broader distribution soon 


For information, write 
Wolverine Shoe and Tanning Corporation, 
ROCKFORD, MICHIGAN 
or see them at the National Shoe Fair 
Room 762, Palmer House, Chica jo 
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VITALITY SHOE COMPANY, Division of International Shoe Company, St. Louis, Missouri 
New York Office: Room 914, Marbridge Bidg., 47 West 34th Street 


Styled for the exacting good taste 


of the American woman, and dramat- 
ically featuring the newest news: perla- 
to-blonde shades, as well as other 
fashion-news colors; the renewed im- 
portance of smart strappings; heels 
varied in height to suit every femi- 
nine whim! 


W Stocked for you in sp. 


in a wide variety of customer-attract- 
ing designs, new leathers, new colors 
—to bring you increased sales, quick- 


er-t han-ever turnover. 


WAldvertised nationally 
in color, with broad coverage in 


the leading women’s magazines, to 
create new fashion acceptance and 
demand, and planned-around fashion 
promotions for tie-in sales success. 


ow Driced for volume 
turnover, increased sales, plus 


a generous markup for your profit. 


Sig things 
are 
happening at 


NIERNATIONAL 


SHOE COMPANY 


Mails Largest She "ae, Wanifee Wrens 


THE NEW 1 tality FOR SPRING 
ES 


SH<¢ 
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i a’ f£o) - Mere) Me) -{— 
are on the boards of 
key designers 





these are 

colors 

“THE WHITEST WHITES” women 
love for 
cruise 
wear 





* in LEVOR CALF 
» TRANSPARENT KID 
; and TAN-ART SUEDE KID 


G. LEVOR & CO., INC., Tanners since 1876 TAN-ART CO., Inc., Gloversville, N. Y. 
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AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 
FRUIT OF THE LOOM UNDERWEAR 


“Profits from Fruit of the Loom Underwear far ex- 

ceed my expectations,” says shoe chain operator 

Charles Marbach of County Shoe Center 
New York. 


“Selling Fruit of the Loom Underwear 

} in my shoe stores proved to be a natural 

and fast profit-maker. I’m making it 
2 part of my permanent operation.” 


Fruit of the Loom shirts and shorts retail prices are 


"49% ana 694 


. .. America’s most in-demand price range! 
More underwear is sold at these prices than any 


other price. 


Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 


Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Life * Look * New York 
Times Magazine *« Parade * Metro Group and net- 
work TV. 

Complete line of Fruit of the Loom Men’s and Boys’ 
Underwear, priced for easy sales! 

Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No aa 
wonder Fruit of the Loom is b =| 

a “natural” seller in shoe stores. ae : 


Caieaibeee: Wiiiihe: ests teak Shas a “ETT aoe CLIP THIS COUPON NOW FOR A FAST, HIGH PROFIT 
Range... includes Men’s Gripper “Sie:  —_ Union Underwear Company, Dept. S 

and Boxer Shorts, Briefs, Athletic i - Empire State Building 

and Tee Shirts. For Boys: Boxer ' New York, New York 

Shorts, Briefs, Athletic and Tee Sas Please show me how my store can profit with the 
Shirts. “<> 4 Fruit of the Loom line of men’s and boys’ underwear. 


PROVEN SELF-SELLING RACK! 


MF7 AVAILABLE AT NOMINAL 4 ge 
COST. 32” square, 54” high. Holds +. is COMPANY. 
45 dozen garments. 


SS Soy wee 


* 


sh ven bebe nese 


ae ee 
COvawnaalinen sc 


Se eee 


sarc ate 


NAME 


ADDRESS 


POSITION 
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TA low 


extends a cordial invitation to all 


National Shoe Fair visitors to preview 


the attractive 


NEW SPRING LINE 
of 
Smart Shoes that are Really Comfortable 


Our exhibit will be located in 
Rooms 705-706-707 
CONRAD-HILTON HOTEL 


e 
Come visit us... a hearty welcome 
awatts you! 


THE WALKER T. DICKERSON COMPANY 
Archlock ¢ Arch-Relief ¢ Flex-Walker ¢ Sabel ¢ Balance-in-Motion 
326 S. Front St., Columbus 15, Ohio, CApital 4-1168 * In New York: 417 Marbridge Building 


* If you're not attending the National Shoe Fair, see the Dickerson Spring Line at our New York office. 





Another good name now has 
that Airfoot feeling! 





The thong’s the thing in Los Angeles—and it’s spreading like 
wildfire! 

These Baby Louis Heel Thongs are Casuals by FAITH SHOE 
CO., INC., Wilkes-Barre, Pa. Made of glove leather, popularly 
priced—they are cushioned with Airroot, sole, heel and arch. 
AIRFOOT is the great repeat-business builder. From manufac- 


turer, to retailer, to wearer, it has never let anyone down! 
HOW FAITH CUSHIONS 


OTHER IMPORTANT AIRFOOT ADVANTAGES: wiTHoutT 


LIGHTER-FOR-DENSITY~—yet thinnest layer stands up! aa ati niall 


CONTROLLED AERATION—“breathes” without forming weak spots 

UNVARYING SUPPORT-—instant comeback for life of shoe! ee ee 
PROVED QUALITY-—years in development, years in use. applications. Full comfort 
NOTE TO SHOE MANUFACTURERS: For samples and applica WITROREUNSIQE Cy: OUIN 
tion information, contact: Goodyear, Foam Products Division, Akron 
16, Ohio. Airfoot 


° — 


A masini MADE ONLY BY 
¢ 
vant” € Oo DZYEAR 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR 


Greater density and supe CASUALS 


by 
FAITH 











T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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New leather 
for 

high fashion 
out-of-doors 


BEAUSKIN 


Imagine what your stylist will do 
with BEAUSKIN! Soft, supple 
tannage with a shimmering, mellow 
sheen makes BEAUSKIN the leather 
for sport and dressy-casual wear. 
Available in all mill-dyed aniline 
colors. 

Your newest models for out-of- 
door fashions deserve the exclusive 
look of BEAUSKIN—newest idea 
from Armour Leather. 


ARMOUR LEATHER COMPANY 


426 West Randolph Street « Chicago 6, Illinois 
210 South Street e« Boston 11,M husett 
2 Jacob Street « New York 38, New York 
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Here are quotes by Elmer Leterman. 


They may be “corny” but lurking within them 
vou will find some sound truisms: 


“We see things not as they are, but as we 
are, 


“The only difference between stumbling 
blocks and stepping stones is the way you 
use them. 


“The most disappointed people in the 
PI peo} 


world are those who get what is coming 
to them. 


“Success is the ability to get along with You’re off to a head start 


some people... and ahead of others. a 
with 5 styles to sell! 


Get ’em young and keep ’em growing 
with 5 styles in Originals and Juniors 
for Creepers, First-Steppers and 
“Trouble is usually produced by those Graduate Walkers. You have more to 
whe produce nothing else. sell with Jumping Jacks in the grow- 


“A smile is a wrinkle that shouldn’t be ing baby market! 
removed. 


“A man should work eight hours and 
sleep eight hours but not the same eight 
hours. 


“One good thing you can give and still 
keep is your word, 


*There’s plenty of room at the top be- 
cause someone always goes to sleep and 


falls off.’ 


Every once in a while, it is a good thing to 
stop and ponder some of the homespun phi- 
losophies. 


You generally come away with the feeling... NATIONALLY ADVERTISED... in 
ena MY BABY * TODAY'S HEALTH 
ee YOUR NEW BABY « BABY TALK 
] ‘ 6s . | Po a 
VAISEY-BRISTOL SHOE CO. 


Publishe 
ublisher Monett, Mo. 


Boor ANp SHOE REcoRDER 
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STYLE NO. 6380 


ENDICOTT (-) JOHNSON 


... A Famous Family 
Name in Shoes 


Endicott Johnson Corporation 
Endicott 1, N.Y. 








fast because of their many selling features: Famous Guide-Step 
principle in some styles, Permacounters that won’t break down, Pacifate 
linings, nylon thread throughout. E-Jays are styled for kids... priced 
for parents... profitable for you at $5.95 to $6.95 


vy, = Nationally 
Sess ‘A | Advertised 
fag tg in PARENTS’ 


and E-JAY GUIDE-STEPS 
STYLE NO. 2485 “—_—= 


CHILDREN 
Kids love them . . . they get the nod from Mom . . . you move them 
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Merchandising ‘lools 


T SEEMS AT LAST, that the shoe business is taking 
more interest in and is about to make more use of 
market research and motivation study. These impor- 

tant tools of merchandising and selling have been used 
successfully for many years by industry generally. Shoe 
business has been rather tardy in employing them. 

It is true that several of our larger manufacturers have 
maintained well-staffed research departments and have 
heen studying shoe markets for a long time. It was not. 
however, until 1954. that we. as an industry turned to 
motivation and research. 

Jointly sponsored by National Shoe Manufacturers As- 
National Shoe 


study of men’s shoe buying habits was made by Dr. Ernest 


sociation and Retailers Association, a 
Dichter. The findings of this study were published by 
the sponsoring associations in an excellent report. “How 


Men Buy Shoes.” 


A Significant Study 

Perhaps. because the circulation of this report) was 
limited, or perhaps because the industry was not ready 
for it at the time, the Dichter report did not receive the 
widespread attention which it merited. It was. howeve: 
a most significent study because it was a “first step” and 
because it made some of our more progressive manufac- 
turers and retailers cognizant of the need for this. effec- 
tive merchandising tool. The Dichter report is generally 
credited with having sparked studies of a similar natur 
which have been made since by several of our manufac 
turers. 

Market research is the gathering of data on the size anc 
scope and potential market for a product. Roy St. Jean. 
who is Manager of Market and Sales Analysis for Brown 
Shoe Company, defined it very well for the merchandis 


NSMA in New York City last 


~Market Research.” he said. “can tell you whe 


ing clinic conducted by 
\ugust. 
are the users of your product by age. education anil 
economic status——it can tell you how they live —-how 
often they buy your product and why they buy it — the 
consumers attitude toward your product and some of his 
experiences with it... . With this information. you know 
who you sell. what he likes and dislikes about your prod- 
uct. what to sell him to keep him buying and to interest 
others like him to buy it.” 

tool 


study of what “impells” or “inspires” a consumer to buy 


Motivation is a newer than research. It is. the 


an item at a given time or place. Motivation studies are 
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usually conducted at the “mass” level and have provided 
dependable data for the design of products particularl 
those directed to the volume market and for changing an 
existing product’s design. They have been invaluable to 
the manufacturer in setting up channels of distribution, 
for stimulating the consumer's desire for a product and 
for its sale through psychologically directed display and 
advertising. 

Shoes. in which the element of practicality is such a 
trong factor and yet which depend to so great a degree 
stronger re 


on “fashion.” have a particular need for 


search and wider motivation. study. 
/ bd / 
fn industry in which such costly commitments must be 


made to inventory so many months in advance of a sea 


son. needs as much factual information, and as far in 
advance. as posstble on consumer tastes and preferences 


for styles and colors. 


Chaff and Grain of Fashion 


And. as shoes become increasinely a “tashion” business 
still 


methods of pretesting what the consumer really 


we will doubtless. have ereatel need for reliable 


wants. 
Practical ways must be found to separate the chaff, which 
is inevitable in promotion. from the gram ou hich 1s th 


very substance of volume. 


From Shoe ¢ orporation of ¢ anada come two interestin 


reports in the fields of motivation and research. One i- 


a study of the differences in’ psychological motivation 


eoverning men and women when they vO shoppin: hot 


a pair of shoes. 
The other is a report of a research into mothers com 
plaints about children’s shoes 


The motivation study with men and women was mice 


for the Shoe Corporation of Canada by a prominent 


Canadian marketing and motivation researcher. It dis 


closed that) women shoppers “have ditthe or no shoppin 
conscience. They buy quickly. shop most often in sell 


Hho ¢ lerk 


something for the 


service stores where there is to come between 


selection: 


Basically they 


them and their broadest 


shoe merchandiser to think about. have on 
much of a sales 


clerks are fon 


Iwinges of conscience. no matter how 


man’s time they take. “That is what 


they say. 
Ven shoppers on the other hand have strone 


Ven 


made up there minds to buy. 


“Hoppin 


consciences, rarely enter a store unless they have 


They buy “rieht then and 


CONTINUED ON PAGE 63 | 





Profit by their multi-million dollar experience as the 


Wiio’s Wao 


of the Popular Price Shoe Industry decide 














What's Wnt 


in style and market trends for spring and summer 759! 


Seventy of the industry’s top style leaders have already sifted 
markets, analyzed trends... lines shown at PPSSA will reflect the 
power and clarity of their collective judgment. 

Heads of great chain store companies... presidents of leading 
factories sit on the planning committees that devise the outstanding 
industry services of PPSSA. 

A mighty brain trust working for you through PPSSA...to help 


you make the profitable decisions everytime. 


IMPORTANT! 54.7% of all retailers who attend PPSSA go 
to no other shoe show. Don’t miss out— reserve exhibit space now. 
For application, write PPSSA, 210 Lincoln Street, Boston 11, Mass. 


W Inere ? 


At the dynamic service show 


IPIPSSA\ 


Jointly sponsored and operated by National Association of Shoe Chain Stores and New England Shoe & Leather As 


November 30- December 4, 1958 


HOTELS NEW YORKER ann SHERATON-MCALPIN anp THE NEW YORK TRADE SHOW BLDG. 
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Higher federal taxes and “user charges” planned by Ad- 


ministration as only way to meet S12 billion deficit. 


Internal Revenue now allows you to deduct 7 
contributions to municipal off-street parking 
facilities from your income tax. 


OTT RT 


Shoe manufacturers are expressing concern 
over the volume of imported shoes. See the in- 
terview with Julius Schnitzer in this issue. 


Baker Reporting from WASHINGTON 





The Administration is drawing up plans for higher federal taxes plus new 
and steeper “user charges.” The precise rates and fees being proposed will 
he unveiled soon after the first of the year. 

There’s been a lot of soul-searching among the money experts at the Whit 
House over the government’s budget problems. No matter how good you 
think business will get between now and next July, with tax revenues from 
incorporated business and from individuals (the two chief sources of govern 
ment income), the grim fact is that the government expects to spend around 
$12 billion more than it takes in. 

After much beating around the bushes. the money men finally had to decide 
the basic course: Faced with this staggering deficit, should they cut spending 
or ask for more money ? 

They have now reached their conclusion: More money. A’ reduced rate 
of spending. according to the White House is “unthinkable.” 

“Unthinkable” is a strong word. Here’s how their argument runs: More 
than 77 per cent of the federal budget in these years is for past, present. 01 
future wars, plus interest on the federal debt. And none of this can be cut 
according to the planners. 

In other words, $80-billion-plus national budgets are here to stay. 

So the answer is higher taxes. What kind? They're not ready to say yet 
But it is a foregone conclusion that they ll step up their demands for mor 
“user charges.” such as increased rates on aircraft using government airports 
stiffer fees for the services of such government agencies as the Securities and 


xchange Commission, and possibly still another bid for increasing postal rates 


The government is offering tax incentives to merchants who help build 
off-street. parking facilities. 

The Internal Revenue Service recently explained this incentive program 
to the American Municipal Association. IRS says that merchants who con 
tribute to the cost of off-street parking facilities through special assessment. by 
city governments may deduct these costs in preparing their federal income tay 
returns if they can prove these costs to be a reasonable business investment 

Policy up to now has been to deny any deductions of this Ly pe. 

This ruling may well have the effect of greatly stimulating the erection of 


off-street parking facilities in business and shopping areas. 


Although Congress won't be in session again until January 7. a number 
of senators and house members report serious concern from shoe manufac 
turers over this year’s record volume of imported shoes. Mail is) running 
“fairly heavy.” according to the congressmen who visited their Washington 
oflices during September. 

Speaking of imported footwear, don't miss an exclusive Boor AND SHOi 


RECORDER interview with the government’s top leather expert on this subject 
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e First small business investment companies ex- 
pected to be ready to begin making loans early 
next year. 


Report from 


@ Full recovery from the recession being held up 


WASHINGTON (2a, iret eriment for new plan 





In this issue, you can get first-hand the government’s official views on imports 
in a new interview with Julius G. Schnitzer, director of the Leather, Shoes and 
Allied Products Division in the U, S. Commerce Department's Business and 


Defense Services Administration. 


The first small business investment companies. formed under legislation 
approved by Congress this year. should open for business early in 1959, 

These banks will provide long-term loans or equity capital to small retailers, 
Wholesalers and manufacturers. The Small Business Administration will have 
$250 million with which to help finance the investment companies. 

Exact interest rates for the loans or risk capital small firms will get will 
he left up to the investment companies, but in most cases, they will run 6!» 
per cent or higher. The SBA tentatively has decided to charge 5 per cent 
for the funds it will provide the investment companies. 

The loans can run as long as 20 years, and be extended in some cases for 
another 10 years. The investment companies also will be permitted to buy 
convertible debentures in small firms to provide them with equity capital. 

SBA officials expect most of the investment firms to be formed by persons 
already in the financial business. such as banks, insurance companies, and 
savings and loan companies. The law requires that at least 10 persons form the 
corporation with a minimum of $150,000 in private paid-in capital. The SBA 
can then invest up to the same amount by buying subordinate debentures in 
the investment companies, and double its help by making a loan of another 
$150.000. 

In some cases, SBA officials say. the new investment firms will be formed 
and licensed by the agency without requiring any funds. Such a_ license 
however, will give investment companies special tax advantages and permit 
them to make loans which banks and other lenders are not permitted to make. 

The SBA will supervise the operation of the investment companies it 
licenses. The extent of supervision will depend on the amount of government 
money invested in the company and whether it has raised money by selling 
stock to the public. 

The agency expects to start processing applications by investment) com. 


panies for licenses about November 1. 


Although the business picture has brightened considerably in the past few 
weeks. there is still this dark cloud on the horizon: Spending for new plant 
and equipment has not picked up. 

Washington experts warn that total recovery from the recession cannot 
come about until capital investment shows definite signs of resurgence. 

Spending for new equipment dropped from an annual rate of nearly $32 
billion a year last summer to $31.4 billion in the second quarter of this year. 
This is a sizeable drop, and there are no signs that industrial management is 
planning to step up its spending for new and better plants. In fact, some 
government economists suspect that total spending for new plant and equip- 
ment this year will total not more than $31 billion. 

Unless—and until-—there’s a significant pickup in this form of spending, 
ful! recovery from the recession will remain out of reach, the government busi- 


ness experts warn, 





| CONTINUED ON PAGE 59! 
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-.low cost way 


to package shoes... 


CARKY-PACK 


HANDLES 


What an elegant way to save money! 
You get a fashionable package whether 

you use box, bag or wrap. Carry+ Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


- CARRY+«PACK COMPANY, LTD. 
ARRY - PACK § s:nite tn inincis 
oo a ae Paper Products 
SCHILLER PARK, ILLINOIS cn gata 
© Send free, 10 day trial in _____ color. 


© Send literature and samples 


Dispensers loaned free! No obligation, of course. 


Name. 
Carry+ Pack handles are strong! Company___ 
| 
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How many ‘‘westerns’’ 
on television this fall? 





= eh 
ei 


Final tally is not in yet, pardner ... but your customers will be surrounded by 
more western network television than ever! All the ‘‘cowpokes’’ around the block will 
be really ‘‘shooting it out’’. And, alert dealers from Maine to Californy will help 

set a new all-time record for Acme Cowboy Boot sales! 


Acme is ready, and has been ready, with the most 
wonderful collection of boots in all its fabulous history! 


It almost reads like a script: Acme quality + depth of 
iaeeciniiiaieits line + popular prices + advertising that keeps Acme 
ys espe the world's best loved boots! It makes for a mighty 


worn by stars and 
featured players of happy ending, as any Acme dealer can tell you! 
Warner Bros. tele 

vision and motion he brant, dhitkinalion ‘ te 
picture productions of “Lia CZ) 


ACME BOOT COMPANY, INC. * CLARKSVILLE, TENNESSEE © WORLD'S LARGEST BOOTMAKERS 


ALSO MAKERS OF WELLINGTONSGS, OUT-OF-DOORSB BOOTS, ENGINEER BOOTS AND PARADE MAJORETTES 
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More U. S. Witnesses 


Due in Anti-Trust Trial 


ST. LOUIS—The Government will 
call in additional witnesses in its 
anti-merger suit against Brown 
Shoe Company and G. R. Kinney, 
Inc., when trial proceedings reopen 
October 13. The case, being heard 
in Judge Randolph H. Weber’s U. S. 
District Court in St. Louis, has been 
in recess since the end of August. 

Informed sources indicate that 
the exact number of witnesses to be 
called in by the Government is not 
known as yet, but that they will 
probably number “five or less.’”’ Ad- 
ditional exhibits are also expected 
to be presented. 

Brown Shoe Company will offer 
testimony in defense of its acquisi- 
tion of G. R. Kinney, Inc., following 
completion of the Government’s side 
of the case. Approximately 20 wit- 
nesses will take the stand for Brown 
in refuting the Government’s 
charges that the acquisition of Kin- 
ney constitutes a monopoly and sub- 
stantially lessens industry competi- 
tion. Several of the 20 are expected 
to be executives of the Brown and 
Kinney firms. 

Through its trial attorney, Arthur 
H. Dean of New York City, Brown 
will stress several major points in 
telling its side of the story. The 
company contends that: 

(1) The acquisition of Kinney by 
Brown will not have the effect of 
substantially lessening competition 
in any area of effective competition 
in which Brown and Kinney sell. 

(2) The acquisition will not have 
the effect of substantially lessening 
competition in the area of effective 
competition which includes Kinney 
as a shoe purchaser. 

(3) The acquisition will 
strengthen both firms as 
competition in the shoe 
generally. 

About 2000 pages of testimony 
were taken in the case prior to the 
court The Government has 
already called up 35 witnesses and 
introduced nearly 175 documents. 

The suit is being brought under 
the Clayton Anti-Trust Act, which 
is intended to prevent lessening of 
competition. 

Already appearing as Government 
witnesses have been representatives 
of both the manufacturing and re- 
tailing Ievels of the industry. 


actually 
well as 
industry 


recess. 
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St. Louis Firms Weigh Price Rises 


Most Manufacturers Consider Increases or Re-Merchandising 
Programs as Costs Climb, Profits Dip, New Contracts Loom 


by VIRGINIA MARSHALL 


ST. LOUIS—Indications are that 
prices on many St. Louis-made 
shoes will be raised immediately. 

“But who is going to be first to 
take the step?” That is the ques- 
tion voiced most often during the 
last two weeks in September in 
midwestern shoe manufacturing 
circles. 

A survey of manufacturer opin- 
ions brings to light the fact that 
almost every producer here is con- 
sidering an increase of some kind 
or a re-merchandising program to 
help bring profits up. 

“Nobody is making too much 
money,” as one children’s manu- 
facturer stated. “We are, of course, 
considering jumping our prices and 
we hope that somebody will make 
the move soon. That will pave the 
way for the rest of us, and espe- 





U. S. Estimates August Output 
At 50.8 Million Pairs, 8% Dip 


WASHINGTON — Production of 
footwear in August totaled 50.8 mil- 
lion pairs as compared with 46.1 
million pairs produced in July, the 
Census Bureau reported. But Au- 
gust production was still 8 per cent 
below the 55 million pairs produced 
in August, 1957. 

Men’s dress and play shoe produc- 
tion of 6.4 million pairs was 5 per 
cent below the level of 6.7 million 
pairs for August, 1957, but 13 per 
cent higher than the million 
pairs produced in July, 1958. Wo- 
men’s dress and work shoe produc- 
tion of 15.8 million pairs in August, 
1958, represents a 
per cent from the 17.6 million pairs 
for August, 1957, but an increase of 
5 per cent over the 15.1 million 
pairs made in July, 1958. 

The output of all other footwear 
in August, 1958, was 7 per cent 
lower than August, 1957, but 13 per 
cent higher than in July, 1958. 

In New York, the National Shoe 
Manufacturers Association 
mated August output at 51.5 million. 


5.6 


decrease of 10 


esti- 


cially us smaller firms, to announce 
a rise.” 

Price increase 
Louis’ takes _ into 
many factors. Labor contracts are 
due for renewal in October. The 
outcome of those renewals will in- 
dicate whether not price in- 
creases are imperative or merely a 
good idea. 

Cost of doing business continues 
to inch up for all manufacturers. 
“With everything going up around 
you,” one executive said, “you just 
have to cut corners or raise prices. 
There is no alternative.” The high 
level of the calfskin market is cited 
by several women’s high-style 
houses. For firms, 
actual pricing of the spring line 
has not yet been done, but is sched- 
uled to be completed between Octo- 
ber 1 and 10. 

For all manufacturers the profit 
per pair is down. Spokesmen sug- 
gest that in some cases the increase 
will take the form of re-pricing or 
re-merchandising, so as to keep na- 
tionally advertised brands in the 
price grooves in which they have 
built a reputation. The top end of 
the groove’ bracket’ will 
stronger showing, with the 
end of the price range decreasing 
in emphasis. 

The general that 
increase of three to four per cent 
is definitely in the cards for most 
producers, although one manufac- 
turer is reported considering a rise 
of nearly eight per cent. 

Effect of St. Louis’ widespread 
price rise rumors on stock depart- 
ments cannot be appraised as yet. A 
possible shortage of shoes in stock 
departments may come about as the 
result of retailers’ heeding the ru 
mors, anticipating their needs and 
increasing their inventories imme- 
diately. 

Shortage should show up first in 
the children’s category since retail 
inventories have been kept 
with dealers filling in by mail at 
more-often-than-normal periods and 
in lighter-than-normal volume. 


thinking in St. 
consideration 
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lower 
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Retail Distribution Shakeup Cited 


New England Businessmen Told of New Shoe Outlets, Changes 
In Buying Habits; One Result Is a ‘Growing Trend’ to Casuals 


YORK HARBOR, ME.—Some 300 
business leaders attending the 132d 
meeting of the New 
England Council here last month 
were told that the shoe industry is 
experiencing a revolution in retail 
distribution methods. 

The businessmen also heard that: 

® The industry can look forward 
than that 
population 


quarterly 


greater 
on 


to an increase 


predicated merely 
growth. 

® Despite the problems faced by 
New England shoe manufacturers, 
the industry here in the Northeast 
continues to be dynamic and aggres- 
sive and has an excellent future. 

® The leather industry, far from 
its prime, as has been 
lusty and 


being past 
intimated, is 
growing adolescent.” 

Attendance at the September 11-12 
meeting represented a cross-section 
of all New England 
Speaking for the shoe and leather 
industry, which the NEC saluted at 
its closing session, were Robert C. 
Erb, president of the Melville Shoe 
Corporation, New York; Wallace J. 
McGrath, president of both the New 
England Shoe and Leather Associa- 
and the John E. Com- 
pany, Bridgewater, and 
Joseph Kaplan, the 
Colonial Tanning Company, Boston. 

Presiding was Robert N. Bass, 
director of G. H. Bass & Company, 
Wilton, Me. 


really “a 


businesses. 


Lucey 


Mass., 


president of 


tion 


3% of Sales Self-Service 

Discussing methods of distribu- 
tion, Mr. Erb pointed to self-service 
stores which, he said, probably will 
do a footwear business of $100 mil- 
lion in 1958. This would be slightly 
less than three per cent of total 
sales. 

Mr. Erb also cited shopping cen- 
ters, discount houses, highway stores 
and shoemobiles. More important, 
however, than the new types of out- 
lets, he said, are the changing buy- 
ing habits of the consumer—changes 
brought about by what might be 
called a redistribution of the popula- 
tion. 


“The increase in the country’s 
population,” said Mr. Erb, “is oc- 
curring almost entirely in the metro- 
politan areas—and nearly all of that 
increase, in turn, is in the new sub- 
urban developments. The informality 
of the new suburban life obviously 
means more types of foot- 
wear. 

“Furthermore, the manners and 
habits of the new suburban middle 


casual 


—e es -  oe nA i? TS 
, * 


Shoe and leather industry leaders who 

addressed quarterly meeting of New 

England Council at York Harbor, Me., 

are, from left: Robert C. Erb, Robert 

N. Bass, Wallace J. McGrath and Joseph 
Kaplan. 


class are being copied by many who 
live in older city neighborhoods and 
towns. So for better or worse, casual 
attire—including shoes—is a stead- 
ily growing trend.” 

While the metropolitan areas are 
expanding, the farm population is 
declining, Melville’s president 
pointed out. “As a result of rapid 
increases in agricultural productiv- 
ity, there are fewer farmers and 
many of them are riding tractors 
rather than following a plow. That 
means fewer work shoes of some 
types, more of other types. 

In explaining his belief that the 
industry can look forward to a 
greater increase than that based on 
population growth, Mr. Erb said 
most of the increase will be among 
children and younger adults ‘‘who 
historically buy and wear more pairs 
per year than the population as a 
whole.” He also pointed out that 
“the shoe industry, in nearly all of 
its branches, has become a fashion 
industry,” because it has recognized 


” 


that expansion cannot rest on need 
alone. 

For the future, price, too, is im- 
portant, Mr. Erb indicated. Recently 
released figures on shoe sales at vari- 
ous levels “reveal a simultaneous 
trading down and trading up in all 
categories,” he said. “The number of 
lower-priced shoes— men’s, women’s 
and children’s—appears to have in- 
creased in 1957, and the number of 
higher-priced shoes increased as 
well. Both increased at the expense 
of the middle ranges.” 


New Goal for Tanners 
The leather industry, too, “is try- 
ing to gear its growth to a faster 
rate than mere expansion in popula- 
tion,’ Mr. Kaplan told the council. 

“For many years,” he said, “the 
curve of population increase has 
been the primary index of potential 
markets for leather. The goal we 
have set ourselves now as an indus- 
try is made possible by two factors.” 

These, said Colonial’s president, 
include the tremendously increased 
consumption of beef and the conse- 
quent large increase in production 
of hides. 

“In the aggregate,” he said, “our 
domestic raw material resources 
now match our domestic require- 
ments,” although, of course, we con- 
tinue to import skins of other ani- 
mals also used in the manufacture 
of leather. 

Secondly, Mr. Kaplan pointed to 
the “rising tide of demand for qual- 
ity and for individuality in Ameri- 
can consumer markets. Leather,” 
he said, “is a direct beneficiary of 
trend, this desire for better 
goods. We have found as an indus- 
try that the slow but powerful ele- 
vation of the mass market is directly 
reflected in consumer demand for 
leather. 

“The products of our industry are 
identified with quality. Equally im- 
portant, they are identified with the 
distinctions of taste and of individ- 
uality that mark the curve of human 
progress above’ the — subsistence 
level.” 

Mr. McGrath reviewed the history 
of the New England shoe, leather 
and allied industries and enumer- 
ated some problems peculiar to the 
New England branch of the indus- 
try, and others common to most. 

He described transportation costs 


this 
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“to get raw materials to the plants 
and finished goods to the retailer” 
as “much higher than those of our 
southern and western competitors.” 
Commenting on industry-wide prob- 
lems, he mentioned the decline in 
the ratio of money spent on shoes 
compared to total national income. 

Furthermore, he said, “the aver- 
age man buys fewer shoes today 
than he did during the depression 
years.” Also shoe imports are ris- 
ing, with men’s coming in from 
Great Britain and Italy and women’s 
from Italy, Mexico and Japan. 

Turning to what he referred to as 
“brighter aspects,’ Mr. McGrath 
noted that U. S. population is grow- 
ing at a rate of almost three million 
a year. 

“Translating this into shoes, the 
industry should produce an addi- 
tional 10 million pairs per year to 
keep our nation well shod. The long- 
range effect of this boom in popula- 
tion has broad implications for our 
industry, as well as many others. 

“Leaders in the New England shoe 
industry,” said Mr. McGrath, “have 
a reputation for keeping a finger on 
the pulse of the industry. Rapid 
changes in styles can be made to 
meet the ever-changing demands of 
the consumer. This is one reason 
why New England shoe manufactur- 
ers can compete successfully,” al- 
though “competition will remain 
very keen.” 





Free Bus Service Offered 
For Shoe Fair Visitors 

CHICAGO—Free buses will again 
operate at this year’s National Shoe 
Fair, October 26-30, easing the 
transportation problems of visiting 
shoemen, 

Bus passes will be issued at all 
registration desks in the Shoe Fair 
hotels—the Palmer House, Morri- 
son, Conrad Hilton and Congress. 
The buses will run Sunday from 
10 a.m. to 6 p.m., Monday and Tues- 
day from 9 a.m. to 6 p.m., and 
Wednesday from 9 a.m. to 4 p.m. 
They'll leave every five minutes 
from the Morrison to the Conrad 
Hilton, loading on the west side of 
Clark St.; from the Palmer House 
to the Conrad Hilton, loading at 
the Monroe St. entrance, and from 
the Conrad Hilton to the Palmer 
House and Morrison, loading at the 
Eighth St. entrance. 
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Four Hotels, 1300 Display Rooms: 
$10 Firms to Exhibit at National Shoe Fair 


CHICAGO—More than 95 per cent 
of all shoes produced in the United 
States will be represented at the Na- 
tional Shoe Fair, to be held here Oc- 
tober 26 to 30. 

Some 810 firms will exhibit their 
products. It will take more than 1300 
rooms in four hotels to accommodate 
them. And two huge exhibition halls 
—one in the Palmer House and one 
in the Conrad Hilton — are being 
pressed into service to meet the in- 
dustry’s requirements. 

With the 1958 event, 76 firms will 
have participated in all the 25 fairs 
held since the National Shoe Manu- 
facturers Association and the Na- 
tional Shoe Retailers Association 
joined forces to stage the first one in 
1936. 

he wedding of the two groups 
has proved a happy match. The Na- 
tional Shoe Fair has weathered pe- 
riods of depression, inflation and 
boom plus a World War. And ac- 
cording to leaders of the annual 
event, it has grown and expanded 
until this month the Silver Jubilee 
Fair will be celebrated as the great- 
est in history. 

Only a limited number of firms 
took part in the initial showing in 
1936 at the Palmer House. But by 
1938 the NSF had exhausted the ex- 
hibit facilities of that hotel and 
transferred to the Stevens (now the 
Hilton). There it was held 
each year under one roof, from Jan- 
uary, 19388, through January, 1942. 

In 1942 the dates of the fair were 
advanced from January to October, 
to increase production days for de- 
livery of shoes in time for Easter 
selling. But the effects of war in- 
truded. With America devoting its 
entire energies to winning the world 
conflict, the Armed Forces had com- 
mandeered the Stevens for training 
facilities. The Shoe Fair had to hunt 
for other accommodations. 

Chicago, where 24 of the 25 fairs 
have been held, found space in other 
Loop hotels for a showing in Novem- 
ber, 1942. Arrangements were nego- 
tiated with the Palmer House, Mor- 
rison, La Salle and Sherman Hotels 
to share their facilities. 

In 1945, however, the 


Conrad 


National 


Shoe Fair wasn’t held. The shoe in- 
dustry was straining to supply the 
footwear needs of the Armed Forces 
as well as civilian requirements. 

The NSF’s venture 
the Windy City came in 1947, when 
a spring fair was held in New York. 
The next year there were spring and 
fall shows—both in Chicago. 

In 1948 America was enjoying a 
boom, and the demand for shoes was 
pressing capacity production of the 
shoe industry. Many new manufac 
turers had entered the field and de 
mands for space at the fair taxed the 
display accommodations of the ex 
hibiting hotels. To meet this situa 
tion, the fair officials had again turn 
ed in fall, 1947, to the Stevens, where 
limited display facilities were used. 
Also housing the NSF were the Mor- 
rison, Palmer House and Congre 

The latter three hotels and the 
Conrad Hilton form the lineup for 
this month’s fair. To mark the Ju- 
bilee event, many innovations have 
been planned by the Joint Commit- 
the two 
and 


lone outside 


associations who 


the 
Gayou, 


tees of 


sponsor operate fair, ac- 


cording to George E. fair 
director. 

Mr. Gayou himself is an integral 
part of National Shoe Fair history. 
He 


of all 25 showings. 


has been active in management 


Silver Gifts to Be Presented 
Among Registrants at NSF 

CHICAGO—To commemorate the 
Silver Jubilee of the National Shoe 
Fair, officials of the show will award 
a silver gift to every 25th shoeman 
registering. 

“These gifts will be 
tified with the Silver 
Fair,” said George FE. 


den 
Shoe 


Gayou, fair 


closely 
Jubilee 


director. “Even the attractive pack 
aging will point up the fact that this 
is the 25th National Shoe Fair.”’ 

In addition, a special attendance 
award will be made. A trip to Lo 
Angeles for two aboard a TWA Con 
stellation, with a week’s stay at the 
Statler-Hilton Hotel, will be the 
prize. To be eligible, shoemen must 
register at special desks in the fou: 
Shoe Fair hotels. 
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Filmland Sees Coordinated Shoes, Clothing 


By NORMAN PHILLIPS 


LOS ANGELES—A dream of the 
shoe industry—a close tie-in between 
high-fashion clothes and high-fash- 
ion shoes, with strong pre-selling on 
both items—came one step closer 
when Don Loper introduced his fall 
collection at a posh charity luncheon 
at the Beverly Hilton Hotel in near- 
by Beverly Hills. 

Mr. Loper’s name is magic in 
movietown and a top collection of 
folk and movie luminaries 
was on hand to view the town and 
the specially designed 
shoes. The Film City group was 
topped off by Hedda Hopper, bare- 
headed and without a trace of one 


society 


coordinated 


of her famous hats. 

With the production emceed by 
Mr. Loper himself, a rare showman, 
nearly a dozen models paraded his 
fall wardrobe and each wore shoes 
specially created by Loper to go with 
each ensemble. 

In his commentary Mr. Loper con- 
tinually pointed out the footwear, di- 
recting as much attention to fashion 
points of the shoes as he did to the 
garments. 
form, 


This is a rare reversal of 
fashion show 
commentators usually treat the cos- 
tumes as though the girls were bare- 
footed. 


inasmuch as 


Manufactured by Baronet 

The background for this situation 
is that Baronet Shoe Company, Los 
Angeles manufacturer, has shifted 
production entirely to the manufac- 
ture of lLoper-designed footwear. 
These are created by Mr. Loper to 
go with his ultra-ultra line of gar- 
ments for the Hollywood luminary 
and social set. 

Besides making a production line 
of high-end high-fashion footwear, 
Baronet will feature 
Mr. Loper does much one-of- 
a-kind dress designing and the shoes 
will be made to go with the dress. 


also custom 


shoes. 


The Beverly Hills fashion lunch- 
eon, a charity affair sponsored by 
the Girl showed that far 
from being extreme, all the Loper 
presentations were in simple good 
taste. Materials chosen for the shoes 
tied in with the dresses and suits; 


Scouts, 


20 


Satin shoes of pink, shocking red and 
emerald green are coordinated with 
striped satin greatcoat held by fashion 
designer Don Loper, who created both 
shoes and coat. At Beverly Hills show- 
ing, model wears a dancing dress of 
emerald re-embroidered lace. 


soft tweeds, satins, crepes and wools 
showed a_ relationship with the 
clothes although primitive matching 
was seldom resorted to. 

Styling closed _ heels, 
pumps, with some throat 
and carving. Evening 
shoes featured closed heels but there 


showed 
needletoe 
decorations 


was also a series of thin straps, plus 
side and instep strap pumps. 

Fall fashion lines 
proved to be simple and charming, 
with all trace of the gag-costuming 
of last spring having disappeared. 
were flowing and feminine. 
Very little decolletage was used and 
the dresses would be in good taste 
at either a Hollywood night club or 
a church Prices, of course, 
are pegged at a level that makes the 
defense budget look moderate. 

While setting their own fashion 
line, both Mr. Loper and the Baronet 
Company, makers of the coordinated 
footwear, keep a sharp eye on mass 
fashion trends. Mike Boehm, gen- 


themselves 


Lines 


social. 


eral manager of Baronet, says that 
80 per cent of the emphasis has been 
on needietoe, closed heel pumps. Ma- 
terials used are primarily satin, 
Beau-De-Soie and crepe. When 
printed fabrics are used, they are 
generally of Mr. Loper’s own design. 
Material combinations such as crepe 
and satin have also been highly suc- 
cessful. 


Says Needletoes Will Last 


Asked how long he thought needle- 
toes would be good, Mr. Boehm said 
he thought they would last at least 
two more seasons. 

“Our cocktail and evening shoes 
have been moving well,” he added, 
“even better than the fall line. We 
have already expanded to where we 
are shipping all over the United 
States, Canada and Hawaii.” 

Mr. Boehm comes from Hungary. 
His father was a shoe manufacturer 
who broke Mike into the business as 
a young boy. He worked in Paris 
and Brussels until he came to the 
United States in 1951. 

When he started the Baronet Shoe 
Company, its main item was an 
open-toed dress sandal. These were 
produced under the Sydney label. 
Then last May, Baronet affiliated 
with Loper and the production of 
shoe coordinates started. 

Baronet has two stores in south- 
ern California under the name of 
Sydney’s. One is at the Beverly Wil- 
shire Hotel in Beverly Hills and the 
other on Hollywood Blvd. 


Miss Meyer Re-elected Head 
Of St. Louis Fashion Board 


ST. LOUIS—Miss Jaclyn Meyer 
of the St. Louis Shoe Manufacturers 


Association has’ been _ re-elected 
chairman of the Shoe Fashion Board 
of St. Louis for the coming year. 
Ruth Klump, vice-president of Val- 
ley Shoe Corporation, has been 
named co-chairman, succeeding Mu- 
riel Braeutigam, Brown Shoe Com- 
pany. 

The board is currently preparing 
a booklet of fashion information for 
spring and summer of 1959. Trends 
in leathers, patterns, colors and 
treatments for the season ahead will 
be included in both text and sketches. 
All categories of shoes will be cov- 
ered in the report. The booklet will 
be distributed free to retailers at the 
National Shoe Fair in Chicago. 
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Were Proud to be 
$0 Popular. . but 


. is an accepted trademark registered in the United States Patent Office. While 
many would like to employ it, legally it may be used ONLY to identify the genuine 


RIPPLE” Sole. 


Good news travels fast . . . and the amazing 
comfort of RIPPLE® Soles have made them 
today’s fastest-selling footwear. 


Now backed by aggressive, national consumer 
advertising — in 17 leading fashion, home, sports 
magazines — RIPPLE" Sole is your greatest 
profitunity in years! 


As the registered trademark of the RIPPLE SOLE 
CORPORATION, RIPPLE® Sole may be applied 
only to its products, nor to other ridged, ribbed, 
dimpled, wavy or corrugated soles. 


RIPPLE SOLE CORPORATION 


The Sole That Changed the 
Walking Habits of the Nation! 


¢ Acclaimed by consumers, shoe retailers, 
manufacturers 

* Advertised extensively in consumer and trade 
publications 

e Covered by U.S. Pat. numbers 2,710,461 
and 2,833,057 as well as foreign patents 


IMPORTANT NOTICE 


For most effective results from your advertising, 
therefore, make sure these trademarks RIPPLE’ 
Sole — RIPPLE® Heel RIPPLE” Sole Shoes are 
used properly. Folder on FREE Sales Aids yours 
for the asking. Write: 

BEEBE RUBBER COMPANY 


Nashua, N. H. (U.S.A.) 


KAUFMAN RUBBER COMPANY LTD 
Kitchener, Ontario (Canada ) 


For assistance with adi ertising copy wav nterite: 


28 West Adams Ave., Detroit 26, Mich. 
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GIVES KANGAROO ITS DUE 





mY Vue... 


new, fresh, step-ahead style 


... That's KANGAROO's Due 


That’s what Winthrop gives it... in this 
Italian influence oxford with the slim, 
tapered square toe. The man who wears 
the style gets his due, too, in Kangaroo’s 
superior lightness, comfort-in-action, and 
money’s worth of wear. 


NEW WINTHROP KANGAROO 
TO MAKE BOW IN LIFE 

Via this advertisement, one of a series fea- 
turing Winthrop Kangaroos and scheduled 
for 

LIFE - ESQUIRE : EBONY 
It will appear in the Nov. 17th issue of 
Life, and the November issues of Ebony 
and Esquire. 


KANGAROO 
tanners 


WILLIAM AMER CO. + SURPASS LEATHER CO. 


ZIEGEL, EISMAN & CO. 


INTHRO 


SHOES 


ANI RX@) fe 
Gpwzes. 


Winthrop pays fitting tribute 
to kangaroo leather 

and Italy’s top designers 
by creating these luxurious 
new square-toe shoes. 

So comfortable, so rugged, 
so distinctive in design... 
they’re perfect for dress 

or smart business wear. 
Judge for yourself. 

Try ona pair at your 
Winthrop dealer’s soon. 


WINTHROP SHOES START AT $10.95 


Winthrop Jrs. for boys, $8.95 and $9.95— 


Slightly higher in the West. 


Write Dept. E11 for style selector 
and name of nearest dealer 
WINTHROP SHOE CO., DIV 
INTERNATIONAL SHOE CO 

OF ST. LOUIS, MO 































































































A New Lawrence Leather 
that’s something to crow about 


BANTAM A new, lightly textured, highly polished leather created to help you fight for 
increased shoe business in men’s, women’s, and junior lines. A. C. Lawrence Leather Co., a 


division of Swift & Company (Inc.), Peabody, Mass. 


rOnC?_ BANTAM 


THE GETTER PART OF BETTER SHOES 











Just what your customers want! 


ror 
LINED 


Pulleze 


It’s here —and Tyer has 

it... lined vinyl] plastic. 

Tyer’s “top three” Tyron Vinyl 
Boots — Cascades, Pulleze and eo 
Hi-Metros —all feature a luxurious 


new fabric-like lining called Velvetex. 


Velvetex is a soft, smooth inner lining that 

makes vinyl footwear more comfortable — 

easier to put on and take off. It’s the most important 
new feature in plastic footwear since the Tyron line was 
first introduced. Turn to Tyron with new Velvetex 
lining for a real selling advantage! Hi-Metro 
Other Tyron footwear includes DeLites —a fashion 

rain boot for women, Nulite Clogs, Duflex Semi-Storm 

Sandals. 


MG 
MG 


TY E RKRt&e a 
: Td — y. Clip this to 
A ae 
. Ye . MO 
Ps 


ANDOVE ie MAYS Sch C Hus Err 3% your letterhead 
for more complete 


Hotel Morrison also P. P.S. S.A. SHOW information on the Tyron line. 


ROOM 343 New York Trade Show Bldg. 
ae 
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PEEK-A-BOOT 
EXPLORES -— 
THE UNKNOWN 
IN 
STORMY 


Bo Tatch, PEEK*A*BOOT Sales Manager, 
was not at all earth-bound in his search for 
product development. He’s had our designers 
“in orbit’ for many months now and it 
won't be long before they'll ‘‘blast off’’ with 
new lines for the entire family that make 
PEEK*A*BOOT an even better buy for you 
...and your customers! 


e 
@eeeeeeeeeoeoeoeceeeeeeeeeeeeeeeeeeeeee 


PEEK*AeBOOT.LINC. 


1600 So. Flower Street, Los Angeles 15, Calif. 


AT THE NATIONAL SHOE FAIR @© PALMER HOUSE, Exhibition Hall, Booth 15 
WAREHOUSES: 136 TICHENOR STREET, NEWARK, N. J. © 2400 SOUTH ASHLAND AVENUE, CHICAGO, ILLINOIS 
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OUR FAMOUS CANVAS LINE 


MOW IN. 2 Upetocdate designs 
new exeiting colors 





MOST COMPETITIVE LINE IN THE MARKET! 


Yellow 
Red 
Light Blue 


Yellow 
Red 

Light Blue 
Navy 


Yellow 
Red 

Light Blue 
Navy 


Yellow 
Red 


Light Blue 
Navy 


The above styles are available in sizes 5-12, 12-3. 
BELCAMP, MARYLAND 


at the ADVANCE SPRING SHOE MARKET WEEK! 
ROOMS 648-650, HOTEL STATLER 
BOSTON, MASS. 
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the name that PULLS them in.. 


Kae Deave 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


pre-sold to countless millions of women... 

backed by huge consumer advertising 

campaigns that pull customers into your 

store to ask for rainboots by the name 

they know best and respect most: SATIN FINISH 


* ee . 
lle, 
~<%. ‘ ‘till 
or Na Se Sa Se 
ts hg ~~ 
® 


EVERY AD IN AMERICA’S LEADING MAGAZINES TELLS YOUR CUSTOMERS 


“LOOK ON THE BOX TO BE SURE” 


WHEN YOU ASK FOR RAIN DEARS BE SURE YOU GET RAIN DEARS 


— 
FLORAL DESIGN 


Models for all heel heights, 
in both clear and smoke 
all sizes 


FLORAL DESIGN 


4 
RETAIL ABOUT 


re 


LUCKY SALES CoO., 'nc. 
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and your lucky'partner’ pus hes AY! LE § ! 


+ Rain Deane 


Lcd 
FINEST PLASTIC RAINBOOTS 


LUCKY SALES CO., INC 
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Kan Dewe 


SENSATIONAL NEW 


WIN 
UNITS 


A full line of smart, efficient and highly pro- 
ductive silent salesmen. Five displayer models 
ranging in size from compact counter unit to 
the 6 dozen display unit shown here. Model 
illustrated sells from both sides, has wheels, is 
extremely mobile and displays large and color- 
ful 2 sided sign. 


All Rain Dears Display Units come completely 
assembled and are shipped intact. 


Contact the Lucky Sales Co. office nearest 
you to inquire about the new display units. 


LOS ANGELES CHICAGO NEW YORK 
941 EAST THIRD STREET 2019 W. WALNUT STREET 47 WEST 34TH STREET 
MAdison 5-2531 CHesapeake 3.3329 PEnnsylvania 6-5955 





Breaking 
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ONVERSE 


CONVERSE RUBBER COMPANY MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. » 100 Freeway Boulevard, South San Francisco » 241 Church Street, New York 13,N. Y. 
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Pifine flat lasting 
oo 
BB 


wered operat 


Here is a new standard of operdting ease— 
# amanually controlled, power-assisted machine 
using sound toe lasting principles proven on 
billions of pairs of shoes through years 
of successful operation. 


Power does most of the work but the operator 
controls the result. The §ipiteg, Power Toe Laster 
obeys a light touch promptly and accurately. 


See for yourself how this machine can help you 
improve quality and reduce operator fatigue. 


SERVICE 
PARTS 


SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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oice of the |r: de 


One would think they never wear 
shoes! 

Ever notice how some of the news 
hens will go into full and detailed 
accounts of what the bride wore and 
invariably neglect to mention the 
shoes? The same goes for other re- 
porters and columnists, too. Here’s 
an item that a friend of ours has car- 
ried around for the past year 
waiting for an opportunity to spot- 
light the omission: 


be X 


“Jack Benny, arriving to pose with 
five elegant ladies for a society page 
picture, caused considerable eye-pop- 
ping at Carlton House. His afternoon 
attire: a dark blue shirt, silver Italian 
silk tie, light gray jacket, black trous- 
ers and short, short socks. His prop: 
that huge black cigar.” 

* * * 
A. B. COHEN, president of the United 
States Shoe Corporation, Cincinnati, 
Ohio, discussed the most important 
attributes of a branded line from the 
viewpoint of retailers and said: 
“The strong brand enables one to ac- 
complish any goal much quicker and 
more profitably. 
“The good brand acts as an_insur- 
ance policy to the consumer and the 
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retailer. Makes it possible for him to 
compete with the biggest and finest 
stores in his or any community. 
“Every good brand is pre-sold. People 
come in and ask for a particular brand 
more often than others. The sale on 
the brand is consummated in almost 
half the time as against unbranded 
merchandise in the same price field. 
“The consumer has more confidence 
in a brand. They have seen it adver- 
tised. They know it’s fashion right 
and timely... . It’s almost a seal of 
approval for quality, fashion and ser- 
vice, 
“The good brand does a re-telling and 
a re-selling job continuously.” 

* *% * 
A limit SATTLER’S of 
Buffalo recently tried a unique stunt. 


on sales! 
More than 4000 items were sold dur- 
ing a ten-minute, half-price sale . 


Buffalo’s ob- 


timed to coincide with 


servance of a civil defense alert. Each 
department in the store put at least 
one item on sale at half price for ten 
the 


and ending when 


(RED 


minutes beginning when sirens 
signalled the alert 
the all-clear 


BOOK) 


was sounded. 


VANILLA ICE 


was unanimously endorsed for promo- 


a whitened beige 


tion during Spring 1959 by the Na- 


BOOT anvSHOE 
RECORDER 


tional Shoe Retailers Association Style 
Committee at their recent meeting in 
New York. B. D. ABNEY of Volk 
Brothers, Dallas, Texas, Chairman of 
indicated that in the 


“Vanilla Ice” 


the Committee 


Committee’s opinion, 


“NI 


would have consumer appeal and also 
it was a tonality widely featured in 
tanners’ lines and should encourage 
active participation in the promotion 
by retailers and manufacturers alike. 
Other highlights of the meeting, as 
pinpointed by Mr. Dabney, in the 


field, “The slim 


tapered toe and the new square toe 


girls’ shoe were: 
lasts were making rapid progress. ‘The 
‘Strap Theme’ would be a_ big, big 
design factor in the spring and sum- 
1959, The 


would give way to 


ornament trend 


the 


mer of 
newer strap 
ideas and to new opened-up treat- 
ments. The ghillie offered inspiration 


for a new looking shoe. 


Very often we get inquiries for names 
of retailers who carry either extremely 
narrow or wide shoes. After 
“BE BROUWER BOOSTERS” 

the house organ for the Brouwer Shoe 
Milwaukee, 


we now have one more resource. They 


reading 


Company of Wisconsin. 

Say ; 

“Brouwer’s downtown store has under 

one roof the largest range of sizes and 
the mid- 
AAA to 

AAAAAA 


styles of any shoe store in 
Children’s 


Women’s sizes 


west. sizes from 


from 





width to EEE in sizes 244 to 14 
Men’s sizes AAAA to EEEE to size 
18. Children’s shoes—13,000 
and 13,000 pairs to draw from in out 


pairs 


other three stores. Boys’ shoes—3000 
pairs and 3000 to draw from in our 
other stores. Men’s—6800 pairs and 
6500 pairs to draw from in our other 
Women’s—20,000 pairs and 
13,000 pairs to draw from in our other 


stores, 


three stores. 

“We make shoes to order for feet that 
We take plaster 
put corrections in and on 


need special lasts. 
casts 
shoes; also take care of mismated feet 
with excellent factory cooperation.” 

* * * 
From a correspondent in Geneva, 
Switzerland, we get this interesting 
highlight: 
“What size shoe do you wear?” the 
doctor in the Swiss hospital asked me, 
as he stood back to survey his handi- 
work. He had just finished encasing 
my leg from knee to exposed toes in a 
new, wet walking cast. 
“Eight triple A. Why?” 
“A man will be along to fit you with 
a shoe,” he replied. Though I dis- 
missed this as an example of Swiss 
... the local 
After a 


loose fitting, he gave me a suede job 


humor ... which it was 


shoemaker did come along. 


(so big as to be numberless) for the 
plastered foot . . . so that despite freez- 
ing temperatures (and plaster takes 
the cold), I was still able to walk about 
in relative warmth over ice and snow 
for the next weeks of winter. 

“The suede top is stitched to the flat 
leather sole on the front half of the 
shoe only, and left free at the heel and 
back. The flat leather heel of the sole 
slips into the walking stirrup, and the 
suede covering is then neatly laced 
up the back.” 

* * * 

—The Handbook ol 
Infant’s Footwear” was recently pub- 
lished by Baby Deer Shoes, Trimfoot 
Company, Farmington, Missouri. It 


“Growing Feet 


contains some important information 
on how to fit infant’s footwear cor- 
rectly and capably and includes, as 
well, sections on basic knowledge of 
the foot, foot health 
footwear construction and fitting rules. 


requirements. 


Free copies of this helpful selling tool 
are available upon request. 
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Profile .... 


by ESTELLE G. ANDERSON 








NICK PARKER 


HEN Nick Parker bought a half interest in M. Wolf and Sons. 

just a year ago today, he was no doubt fulfilling the destiny that 

had been set for him from the very beginning. It takes courage 
and conviction to alter (divert, would be a better way of putting it) one’s 
orbit from one sphere to another. But since this is a matter of practical 
operation within an industry rather than space, Nick Parker believes he 
is on the right path. He had the courage to switch from an eminently 
important and established career in retailing and merchandising. that dates 
back to 1929 . . . to manufacturing. And he has the conviction that the 
knowledge and experience he gained over the years, can be successfully 
applied to his present venture. 

Retailing and merchandising have been major motifs in Nick’s life. He 
attended the University of Syracuse (Class of °28). Continued at Columbia 
and then, in 1937, he took New York University’s evening course in mer- 
chandising at the School of Retailing. 

His career in retailing and shoes began simultaneously, in 1929—with 
the I. Blyn Shoe Company. He left them and opened his own store on Madi- 
son Avenue on that day in March, 1933, when President Roosevelt declared 
the bank moratorium. Talk about courage! 

In 1937, he gave up his shop and went to Jay Thorpe, in New York, 
as their shoe buyer. He stayed with them until 1940, when he went to 
Neiman-Marcus in Dallas. 

Two years after he joined Neiman-Marcus, he was made merchandising 
manager of a variety of departments .. . men’s and women’s shoes, acces- 
sories, luggage and other departments, as well: and in 1948, he became 
vice-président. 

Altogether, he spent fifteen years at Neiman-Marcus and these were the 
most productive years in his search for the “most” in retailing and mer- 
chandising. Several times each year he used to go to the style centers of 
Europe. He was a familiar figure in all the high fashion salons—big and 
small. He knew the artisans and craftsmen in the important contributory 

[CONTINUED ON PAGE 65] 
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popular black 


Trim and refined is the perennially 
stitch and turn folded mudguard style. The outside eyelet stay 
carries the tip line into the quarter and flows off gracefully to the 


heel, creating a balanced look. 
sole edge with its close trim further emphasizes the 


The fudge 
with a soft walled 


look. The last is medium narrow 


slim, trim 
No exotic dream-style of the 


effect, and is refined, yet masculine. 
future this, but a deeply satisfying staple of the industry. 


For further information write Boot AND SHOE RECORDER 


4g Rea 


Popular Mudguard Style 








Delmanette points up the needle toe 


in the “Ripple” pattern, 


highlighted with a 

deftly folded vamp 

{no stitches visible}. 

2 3/8 heel. Fashioned in 
Hubschman 's 

Calf 

# 3390 Benedictine; 

available in all 

Hubschman colours... 

by Hamilton Shoe Co., 

St. Louis 3, Missouri 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 
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A Salute 


to American Design 


American designers have come of age and our own native talent is now 
inspiring foreign designers. The tide has turned and it is time for us to 
recognize this change and give credit where it is due, to our own cre- 


ative men and women. These four pages start a series on American 
designers and their work. 


John Walsh designs... 


© BEIGE FAMILY for spring cutting into black and 
navy volume. The pale beige shoe runs the gamut of 
high fashion to semi-volume going into February 
and March, according to this designer. Very good 
for spring will be the moss greens, "chalked" pinks 
and blues. In materials, both black and colored 
patent and neutral tones in calfskin will be good, as 
will brush leathers and luster calf. Treatments include 
perforations, subtle overlays on closed back and sling 
or semi-open back treatments. T-straps will continue 
to be good and off-beat spectators will gain interest. 
There will be a streamlined look in open shoes and 
some closed toes in very open woven leathers. 


@ Large shoe in center: d'Orsay pump with very open woven 
vamp and quarter. Right, below: T-strap with teardrop cutouts 
on vamp and quarter; above, high-riding stripping sandal, very 
delicate and open. Left, top to bottom: peaked vamp with 
multicolor treatment; interesting two-tone sling pump with - 
opening accentuating pointed toe; center, above, semi-open 
back, typical of this designer's style thinking. 
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Duke Miller designs... 


© NARROW, longer lasts on pumps are an important 
trend in this designer's thinking. Although the collec- 
tion presented here shows all closed toes, he forecasts 
more interest in open toe shoes and sandals with fresh 
treatments, such as thinner toes. Panel designs in 
mesh will represent a larger amount of business. A 
wide range of colors is typical of this collection. A 
yellow shoe with geranium and a lively green as trim, 
a bright middle blue, geranium with bone luster, an 
off-beat green with black mesh, black patent to trim 
white; these are some of the colors and combinations 
in the shoes shown here. Variety in vamp treatments 
is also characteristic of this collection. 








®@ Large shoe in center: graceful pump, the square throat line 
and asymmetric bow treatment flatter the long pointed toe 
character, 18/8 heel, warm, middle blue smooth leather. Top 
right: novel treatment of low-set double T-strap, 18/8 heel, 
bone luster with geranium shade of suede in strips and strap. 
Below, left: off-beat green smooth leather combined with black 
patent outlining black mesh tongue, 21/8 heel; right, tapered 
toe, high heel pump in white trimmed with black patent. 
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Grace Powell designs... 


® SHOES THAT TIE, lace, buckle or wrap the instep 
are characteristic of the spring styles presented by 
this talented designer. These treatments and the 
very tapered pointed or tiny, squared-off tips draw 
the eye to the forepart and fit the mood of the new 
Empire silhouettes in clothes. In the featured shoe, 
however, there is an interesting treatment of the 
quarter. And variety in heel heights—from 6/8 to 
23/8—and shapes—both straight and curved—also 
give style interest to the quarter. A feeling of open- 
ness is characteristic through vamp and quarter con- 
struction openings. 








® Large shoe in center: "high-waisted pump’ in turquoise 
kidskin with matching satin quarter and blue jeweled buckle. 
Straight 23/8 heel. At left, starting at top: ''drawstring” or 
"camisole" flat, soft and unlined, in yellow suede, heel 6/8, 
tip slightly squared; ‘'corseleted sabot'’ on a pointed wall, 
brown kid with sabot in contrasting white kid, 23/8 heel; a 
Beau Brummel d'Orsay pump in black patent leather with black 
moiré saddle and bow, 23/8 heel, thin but curved. Right at 
bottom: inspired by the Directoire dancing slipper, this ghillie 
in beige kid on 16/8 heel, styled also with tiny square tip. 
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Kay Sleater designs... 


® SIMPLICITY is the keynote of this collection. Shoes 
have been stripped of gingerbread. Ornamentation 
is delicate and light—the Italian influence seen in the 
tiny perforations and very fine stitching. These are 
used to highlight the new silhouettes and /or leathers. 
Lines are drawn out in the new elongated lasts giving 
new beauty and grace to the silhouettes. The shoes 
illustrated here are excellent examples of the style 
trends in this collection. Here are the perfs, the fine 
stitching, the delicate strippings, bows and buckles. 
And here, too, are the long, sweeping, graceful lines. 
The new approach to opening up shoes is typical of 
this designer's thinking. 





® Large shoe in center: new treatment of low instep strap with 
double strap and dainty bow ornament, 23/8 heel, Italian 
needle last, in geranium pink ‘transparent’ (aniline) kidskin. 
Above left: off-side ghillie, soft construction, indigo blue calf, 
very slim 18/8 heel, fine perts; right: two-eyelet, open shank 
tie, 12/8 shaped heel, red patent leather with matching gros- 
grain laces. Below, starting top left: very tapered toe tailored 
pump, soft construction, 18/8 heel, fine perfs, no stitching 
showing, light olive green calfskin; asymmetric open shank, 
bow-tied, orange kid, soft construction, 18/8 heel; open shank, 
asymmetric style in turquoise two-way suede, on 23/8 heel. 
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The Teen-Age Market 


Here are facts about the teen-age market for the shoe retailer. It 


is arich market and a market with an unparalleled growth potential. 


Gilbert student representatives selecting Glamour Deb styles in St. Louis. Over 100 girls attended this meeting. 


O understand the potential of the Youth Market, 

as far as the shoe industry is concerned, we 

must stop thinking in terms of the mass of 
school children needing, perhaps, a wardrobe of clothes 
for the new school year. We must come to look beyond 
this immediate need, to the strong and far-reaching 
influence exerted by the Youth Market on every phase 
of adult purchasing. 

The forward thinking retail executive or merchandis- 
ing man must plan for a rich and plentiful harvest from 
the Youth Market. 

His plans must be geared to the qualities that are 
inherent in the Youth Market: enthusiasm, receptivity. 
and a growing interest in possessions, brand products, 
the home and the needs of the family. He must realize 
that each teen-ager who enters his store should be the 
concern of every buyer in his organization, that by 
directing the Youth Market to one department only, 
he is by-passing a growing consumer market and over- 
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by EUGENE GILBERT 
President, Gilbert Youth Research Org. 
looking an important area of adult consumer influence. 
A number of factors, however, make it imperative 
re-examine and evaluate the 


for retail executives to 


scope and effectiveness of their Teen promotions to 
consider whether, in the light of current and meaning- 


ful statistics, they are not undervaluing and con- 
sequently underselling this market. Here are several 


points to be considered: 


1. When 


sumer, is told she can get the new product at her 


a consumer and especially a young con 
local retail store and finds she cannot, most likely 


she will transfer her (or his) allegiance to the 
store that is up to date. Young people in the stages 
of growing up abhor anything that smacks of old 
fashioned, out of style, out of date, or yesterday’s 
package. Youth’s entire life experience is new and 


[CONTINUED ON PAGE 70! 
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Hk opening of a Cnandler’s shoe salon in any city 


is an important event in shoe circles. Such an 

event becomes of special significance when the new 
store is the first in New York and is in the heart of the 
city’s most exclusive shopping section at 695 Fifth Avenue, 
between 54th and 55th Streets. The preview opening and 
press party was attended by company and other notables 
of the shoe world. Two recent debutantes added a New 
York society touch, 

Chandler's, the high fashion division of the Edison 
Brothers’ three-fold retail operation, sets a goal of origi- 
nal design and quality shoemaking in a moderate price 
of $9.98 to $16.98. 


range For this Fifth Avenue opening, 


French Room Originals were especially designed to be in 


Chandlers 


by ELEANOR M. RUTTY 


keeping with merchandise sold in exclusive neighboring 
shops. The collection aims to establish Chandler’s both 
as a salon where discriminating shoppers can find the 
finest examples of classic and current high style shoes 
and as a leader in the creation of original and exciting 
new fashion A wide range of sizes—3!% to 10, 
AAAA to C makes possible the fine fitting job 
that is the pride of Chandler’s stores. In the new Fifth 
Avenue salon a stock of between 65,000 and 70,000 pairs 


ideas. 


widths 


gives needed depth in sizes. 

“Luxurious footwear in a luxurious setting” aptly de- 
scribes this shop and its merchandise. Conceived as a 
Fifth 


Bloom, 


huge show window, inside and out, Chandler’s 


Avenue is the work of three architects: Bernard 
head of the architectural staff of Edison Brothers Stores. 
Inc., Rene Brugnoni of Webb & Knapp. Inc.. and John 
Graham of John Graham & Co. The floor to ceiling glass 
floor 


floor 


where the floor has been lowered to achieve this resuli. 


facade allows passers-by a direct view of the first 
interior as well as the front part of the second 
Shoppers inside the store have an equally clear view of 
the street. An entirely new construction process does 
away with visible horizontal and vertical supports. Glare 
on the glass has been largely eliminated by balancing 
interior artificial light with natural daylight. 

A blending of exterior and interior elements into one 
unified design has been achieved by continuing the facade 
materials into the interior of the store. The exterior side 
walls, covered with Ruby Star Granite, appear as a con- 
tinuation of the inside side walls. A handsome part of the 








Opens on Fitth Avenue 


The latest high fashion shoe salon of the Edison Brothers’ Chandler’s Division is a 
striking example of modern store interior and exterior design located on upper Fifth 
Avenue in the center of New York’s most fashionable shopping district. 





exterior is the panel of Swedish Ebony Black Granite 
first 


floor interior the rear wall is composed of panels of 


bearing the illuminated Chandler's name. In the 
Italian Travertine marble. The north interior wall is of 
sculptured plaster, specially lighted to create an interest- 
ing contrast of light and shadow. A_ stairway to the 
second floor floats over an area of tropical plants. Two 
automatic elevators of the latest safety type also lead 
to the second floor, 
On the second floor, plainly visible from the street, is 
a large chandelier designed by Glen Alps of San José, 
California. A “stabile” of mosaic glass and metal, it is an 
abstract conception of a fleur-de-lis, the French Room 
symbol. The chandelier is lighted with special low voltage 
bulbs to enhance the feeling of a floating piece of sculp- 
[CONTINUED ON PAGE 66] 


Above left: exterior of the new salon showing the modern 
lines of the two-story building. Selling salons on both floors 
are clearly visible to passers-by and shoppers in the store 
have an uninterrupted view of the Avenue. Interesting and 
arresting window and interior displays are characteristic 
of Edison Brothers’ shoe salons. 


Left: first floor interior of Chandler’s Fifth Avenue Salon. 
At right, a floating staircase; at left, a glimpse of the 
hosiery and handbag department; at rear, a wall of Italian 
Travertine marble. Casuals and “little heels” sold on the 
first floor. 


al 


neal 


Ania Ai BIER 


Second floor interior of the new Fifth Avenue Chandler's, 
showing unbroken view of the opposite side of the Avenue 
and the extensive handbag and hosiery department. The 
“stabile” chandelier of mosaic glass and metal is clearly 
visible from the street. 


Left, Irving Edison, prest- 


1. Whalen. 


Notables at the preview opening. 
dent of Edison Brothers. Right, Grover 





Whats In A Shoe 





And How To Sell It 


Here is a machine that “splits” leather into two separate pieces, top and 
bottom. Split leather is used for some slippers, linings, etc. 


feel the 
that leather 


and 


ICK 


leather. 


bin 
UP a 


y ou know 


shoe 


is basically a treated hide or 
skin. But 
That is, 


understand this, you not only get a 


what is a hide or skin? 


what’s it made of? If you 
better idea of what leather is, but the 
why behind differences in types and 
qualities of leathers. So let’s take a 
quick look inside. 

\ hide or skin is fundamentally a 
It’s 
posed of five parts or types of in- 
(1) (meat-like 

(2) (oils 


layer of fibers and cells. com- 


vredients: proteins 


substances) : fats and 


Does leather really “breathe”? Micro- 
photo showing the pores in leather, 
not visible to the naked eye. 


44 


greases) ; (3) carbohydrates (sugars) ; 

(4) salts; (5) water. 
All the fibers and cells 

of a hide 


microscopic proteins. A protein is a 


the “body” 
are made up chiefly of 
very complex compound. Basically, 
leather is formed by the action of the 
tanning materials on these proteins 
during the tanning process. 

All skin, including your own, has 
a certain amount of fat or droplets of 
oil. These fat or oil droplets lubri- 
cate the fibers, give them longer life. 
It’s one reason why oils and greases 
used in shoe leathers 


are to give 


Microscopic cross-section view of a 
raw hide. Note myriad fibers and in- 
tricate pattern of fibers. 


these leathers longer life and supple- 
ness. 

Sugar is in skin as a “conditioner.” 
It’s used in leather-making for the 
same purpose. Salts, found in natural 
skin, are used in leather-making to 
maintain the proper moisture condi- 


tion (prevent dry, brittle leather) and 


also to prevent acid damage to the 
leather. A hide or skin may be com- 
posed of as much as 80 per cent 
water. This water plays an important 
part in the processing of the raw skin 
And the finished leather 
about 10 


into leather. 


may still retain per cent 
water. 

Obviously, that’s a greatly over- 
simplified picture of the content of a 
But it will serve our 

a 
purpose The 


part of the skin—the part from which 


hide and skin. 


here. most important 


actual leather is made—is the mass 
of fibers, called the corium. 

Now, in a square inch of skin or 
leather there are thousands of these 
fibers. They’re interwoven into tiny 
bundles. The pattern of these indi- 
vidual fibers and the fiber bundles dif- 


For 


example, the fiber pattern is different 


fers with each kind of leather. 


for kid, calf, sheep, kangaroo, snake, 
etc. And this is what largely gives 
each kind of leather its own distin- 


guishing characteristics. One leather 


Microscopic cross-section of tanned 
leather. Note how tanning process 
preserves the complex fiber structure. 
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Leather, vn 


It is what a hide or skin is composed of that determines the char- 
acteristics of leather—strength, suppleness, texture and even stretch. 


may be stronger than another, or have 


more “stretch,” or be more supple, or 
have a This is 
mainly to the architectural patterns 
the the 


In fact, even with the same 


finer texture. due 


made by fibers within raw 
material. 
type of skin or leather, the fiber pat- 
terns differ—just as no two persons 
have identical fingerprints. That’s why, 
for instance, there can be refined dif- 
ferences in calfskins, depending upon 
differences in breeds, origins, feed- 
ing. 

The inter-weaving of these fibers is 
so intricate that it’s impossible for 
science to duplicate these patterns 


that is, to come up with a “synthetic” 


version. And that’s one good reason 
why leather will always retain its own 


unmatchable individuality. 


Hide Into Leather 
Now, in a very rough sense, let’s 
convert a piece of raw hide into a 
finished 


leather that goes into a pair of shoes 


piece of fine, handsomely 


that will be sold by you. 
The hide has now been taken off 
In 


its raw form it’s wet-slimy, is covered 


the animal at the packing house. 


with hair and flesh. It’s now salted 
(to prevent deterioration) and tossed 
onto a hide pack. It now goes to the 
tannery, and here it will begin the 
long, complicated process of convert 
ing into a piece of fine leather. 


First, at the tannery, the hide is 
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Here is leather chemistry at work. 


ee 


by WILLIAM A. ROSSI, Field Editor 


At right is Dr. Fred O'Flaherty, director 


of the Tanners Council Research Laboratory at the University of Cincinnats 


washed. 
off. The 


water——a_ few 


cleaned, and Rough edges 


are trimmed hide is then 


hours to a 
thor- 


soaked in 


couple of days—to soften and 
oughly cleanse it. This is done in pits 
or paddle vats. Next. the hide goes 
through a fleshing machine, which re 
moves all the pieces of flesh and fat 
clinging to the hide. This is followed 
a de-hairing process, first) with 
chemicals to loosen the 
with a machine to scrape it off. The 


by 
hair, then 


grain or top surface of the hide un 


{ll the inherent 
beauty and charac- 
ter of leather is ex- 
pressed in the end 
products, such as 
the shoes shown 
here. Leather plays 
a significant role in 
footwear fashion. 


dergoes a “scudding’” treatment 
which removes hair roots from the 
pores, and scrapes clean the whole 
surface. 

The hide goes into a vat for the 
removes 
the de 


and brings about a chemi 


“bating”’ which 
the lime 
hairing), 
cal change in the hide so that the 
hide is soft This is 


reflected in the 


process, 


(used earlier in 


and 
the 
finished leather 


‘silky.” 
fine grain of 
in the shoe. 
At this stage we come to impor 
tant forks in the tanning road. You 
have heard that a leather has a cer 
tain “tannage.” This to the 
type of tanning materials and tan 
to 


refers 


ning method that will be used 
make the leather. 
this all 
through basically 
But 
important change, the tannage. 

The 


mineral or “‘synthetic.”’ 


Remember, up to 
skins go 
same pro 
that ver) 


hides and 
the 


comes 


point 


cedure. now 


tannage may be vegetable, 


If vegetable, 
it means that the hide will be inter 
processed with chemi 


mixed and 


| CONTINUED ON PAGE 56 





omens Shoe Imports 


N the first six months of this year, nearly five 
of women’s shoes manufactured 

abroad in the U. S. But this 
volume in 1958 is due mainly to heavy ordering of 


million pairs 


arrived unusual 
canvas and rubber footwear, which became dutiable 
at a higher rate on Sept. 1. 

Imports of women’s shoes this year are equal to 
3'% per cent of U. S. production. Is this percentage 
a threat to the U. 
the years 1951-1957, imports equaled only one per 


S. women’s footwear industry? (In 


cent of U. S. production.) 

The editors of Boor anp SHoe Recorver recently 
discussed this timely subject with Julius G. Schnitzer, 
Shoes Allied 
S. Commerce Department’s Business 


director of the Leather, and Products 
Division in the U, 
and Defense Services Administration. In the following 
interview, Mr. Schnitzer spells out the government’s 


position on the import problem. 


(). Why the recent concern over imports of women’s 
shoes ? 
A. Imports are up sharply, U. S. exports are down, 


and domestic production of women’s shoes has eased. 


(). Why the sudden increase in imports of women’s 
shoes this year? 

\. Figures just made available show that imports 
of women’s shoes during the first six months of 1958 
amounted to 4,788,000 pairs. This represents a total 
greater than for the entire three previous years. 


(). To what do you attribute this growth in 1958? 


A. The answer is a rather lengthy one, but I will 
try to cut it down: About five years ago, American 
importers and foreign exporters found that if they 
could add a small piece of leather to ordinary tennis 
shoes, they could classify these shoes as “leather foot- 
wear” and have them entered at a lower rate of import 
duty. As a result, imports increased from a_ rather 
nominal quantity to more than two million pairs 
annually, This disturbed the domestic producers of 
rubber footwear, who appealed to Congress for relief. 
They pointed out that the additions of a piece of 
leather in the inner sole of a shoe or in the tongue, 
did not make it “leather footwear.” As a result, a 
bill (H.R. 9291) became Public Law 454 of the 85th 
Congress, and was signed by the President on June 11. 
1958. This law makes it necessary to classify leather 
footwear and rubber shoes and became effective on 
September 1. Importers here and exporters abroad 
tried to gain entry of as much merchandise as possible 
before the higher rates of duty became effective. If 
this supposition is correct, it will be apparent in the 
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imports for September and succeeding months. 


Q. Is this sharp increase in imports of women’s 
shoes in recent years unusual? 

A. It happened before—in the late 1920s and early 
1930s. At that time Czechoslovakia introduced the so- 
called Deauville sandals, which became very popular 
in the United States. These shoes were made with 
uppers of woven leather and became quite the rage 
in this country. The annual imports of women’s shoes 
in the late 1920s totaled more than five million pairs 
and caused considerable criticism and complaint from 
domestic manufacturers. The shoe industry became 
very active in efforts to have the situation changed. 
and was successful in having Congress increase the 
duty rates in the Tariff Act of 1930. Following that 
year, imports of women’s shoes declined from 3,200.- 
000 pairs yearly to only 1,275,000 pairs in 1935. (See 
Table 1) 

Table 1 

U. S. IMPORTS OF WOMEN’S SHOES 

(Pairs) 
3,196,471 
3,137,018 
reas bey dey 
1,786,269 
1,929,212 
1,275,180 


1930 
1931 
1932 
1933 
1934 
1935 


().What have been the imports and exports in recent 
years? 

A. Imports have grown steadily since 1951, from 
428,000 pairs to more than 2,528,000 in 1957, and 
further to 4,788,000 pairs during the first half of 
1958. 
fairly constant, amounting to 2,339,000 pairs in 1951 
and 1,146,000 pairs in the first half of 1958. (See 
Table 2.) 


In the same period, exports have remained 


Table 2 
WOMEN’S SHOES 


Production 


214,075,000 
247,199,000 
237,872,000 
245,071,000 
270,908,000 
271,525,000 
275.500,000 


Exports 
2,339,000 
2,716,000 
2,767,000 
2,509,000 
2,426,000 
2,441,000 
2,192,000 


Imports 


428,000 
630,000 
506,000 
479,000 
910,000 
1,179,000 
2,528,000 


1951 
1952 
1953 
1954 
1955 
1956 
1957 
First 
6 months 
of 1958 4.788.000 


141.032,000 1,146,000 


(. What are the principal sources of U. S. imports? 
A. During 1957, the principal sources of supply for 
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into the U. 


. 


Imports of women’s shoes have hit an all-time high. Are they a threat to the U. S. 


women’s footwear industry? Julius Schnitzer gives the answers in this important interview. 


L. S. imports of women’s shoes were as follows: 
Italy, Mexico, United Kingdom, Japan, and Hong 
(Table 3) the 


principal countries of origin for imports of women’s 


Kong. The following table shows 
shoes during the years 1951 to 1957. Comparable 


details for the first half of 1958 are not yet available. 


(). What are the principal types of shoes included in 
the imports shown in Table 1? 

A. From Italy come mostly the high-style types, at 
an average value in 1957 of $3.95 per pair, factory 
price. Mexico furnishes primarily the sandal-type foot- 
wear and alpargatas at an average factory price of 
86 cents. From the United Kingdom we normally get 
the staple types of women’s shoes at an average factory 
price of $3.85 per pair. Shoes from Japan are primari- 
ly the canvas, rubber-soled varieties, having an average 
value of 50 cents per pair. These same types of shoes 
come also from Hong Kong and India. From Haiti, 
come the raffia or straw slippers so popular at vacation 
resorts. Average factory price $2.00 per pair. From 
Switzerland come the very high quality shoes (average 
factory value: $7.80 per pair). which are so well 
known in the United States and other leading markets. 

(). How do these average prices compare with domes- 
tic shoes? 

A. It is difficult to compare the price of one shoe 
with that of another. However, the tables (p. 71) show 
production of shoes in the United States by factory 
selling price during the years 1953, 1955. 1956 and 
1957. For the average value of imports for the past 


seven years, see Table 5. 


TABLE 3 


WOMEN’S SHOES 


IMPORTS 
1951 1952 
Canada. : 6,587 15,083 
Cuba... : : 11,267 10,089 
Haiti. ‘ a 
Hong Kong 4,210 
India 3,774 
Italy. 106,965 
Germany. 604 
Japan... 1,558 
Mexico 25,6 12,778 
Netherlands. 10,842 
Switzerland. 101 ,657 100 , 968 
United Kingdom 205 ,2 351,698 
Others. 32,743 11,572 
Totals [os .3 630,141 
Note ‘‘a”’ 
Note ‘“b” 


Less than 6,000 pairs 
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Figures for 1954 and subsequent years are comparable with each other 
changes on shipments valued at $250 or less, resulting from the Customs 


JULIUS G. SCHNITZER 
(). What has been the impact of these imports ? 
How- 


ever, because of the rush to import rubber shoes before 


A. The import impact has not been serious. 


the increased duties became effective on September l. 
imports during the first half of 1958 in women’s shoes 
were equivalent to 31% per cent of production. (See 
Table 6.) 


[CONTINUED ON PAGE 71] 


(Pairs 
1953 1954 (b) 
4395 7,811 
8,976 8,694 
a 46 554 
11,520 
5,821 


7,196 
4,684 
33,659 127,808 
1,313 8 069 
5,380 a 
15,707 9 540 60 647 
1,941 2,792 a 
103,422 88 473 104,604 
297 , 807 154,720 134,044 
21 352 7,501 11,749 


to 


505 , 832 179 303 909 528 


but not with prior 
Simplification Act « 





RICHARD J. POTVIN 


President, Independent Shoemen 


NDEPENDENT 


fifth year in organization. While we are justifiably 


Shoemen is now concluding its 
proud of the past accomplishments of L.S., we are 
more concerned with the future of independents 
whether it be the shoe manufacturer, retailer, traveler, 
tanner, wholesaler or allied trades firm. For what we 
see ahead can be either discouraging or highly en- 
couraging, depending upon what the independents in 
the shoe industry do to mold and secure their own 
future, 
For the 


record high of mortalities among shoe manufacturers 


year 1958, we will have seen an almosi 


and retailers in the postwar period. What deeply con- 
cerns us is that almost all of these liquidations o1 


business mortalities have taken place among inde- 


JAMES RICK 


Treasurer 


JACK DeWITT 


Secretary 


FRANK T. 


pendents, and particularly among the smaller firms, 


though a good number of larger or more established 


firms are also among them. 

This mortality trend—for certainly a trend it is 
should cause anxious moments for just about everyone 
in and around the shoe industry. From 1947 to the 
present we have had nearly 500 shoe manufacturers go 
out of business—an average of about 40 a year. We 
have seen a steady decline in the number of truly 
independent shoe stores—independent of controls via 
franchises, factory ownership or links with other con- 
trolling parent bodies. 


The John 


was secure unto itself; for when a clod of it went into 


poet Donne once wrote that no island 
the sea, something was lost to the main body of land. 

And so he warned, “When the bell tolls, it tolls for 
thee.” This is something for every shoeman—for the 
shoe industry itseli—to ponder. When a shoe manu- 
facturer or retailer liquidates, it is actually a tolling ot 
the bell. And the bell tolls for those of us who remain 
as a warning that it can happen to us. 

We see our shoe manufacturing industry shrinking 
in numbers while it grows in size of production. We 
see our genuinely independent retail shoe stores de- 
clining in number while our annual volume of retail 
shoe sales expands. These facts all are clear on the 
statistical record. But far more significant are the 
implications behind the statistics. The declining number 


of independent shoe manufacturers face a declining 


* 


UNDERHILL 


Executive Director 


LES HAFEMEISTER 


Vice-President, Mfg. Division 
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Secure Our Future 


Business failures among independents are rolling to near-record heights. To counter 


this trend and to mobilize the competitive advantages of independent operation, the 


I. S. is planning a comprehensive program to help the dealer help himself. 


number of independent shoe retailers with whom they 
can do business. And the independent retailers are 
confronted by fewer independent resources with whom 
they can do business in complete and permanent inde- 
pendence. 

We do not view this as a healthy and desirable con- 
dition. If the pace and trend continues, it is likely that 
ten or so years from now we shall see free enterprise 
in the shoe industry attempting to exist and function 
under the most trying conditions. For example, if an 
increasingly larger share of our retail shoe outlets 
become “captive” or “controlled” enterprises, then 
independent producers relying upon independent out 


lets for business, will face a shrunken market. 


Such a situation would not only force many pro 
ducers out of business, but would greatly reduce the 
opportunities and incentives for new shoe manufactur- 
ing enterprises to start. 

Conversely, retailers, with a choice of fewer re 
sources from whom to buy, may often find themselves 
required to buy from resources which could influence 
some form or degree of “control” over the retail 
business. We see this in some of our “franchise” ay- 
rangements even today. And this is the certain road to 
captivity and economic serfdom. 

However, none of this need come to pass — provided 
the independents themselves remain vigilant. In fact, 
Independent Shoemen is a kind of vigilante committee 
But its 


to serve as a counter-force against 


or organization, vigilance is two-fold in 
character: (1) 
those giant companies whose aim is to enlarge thei: 


radius of retail store domination; (2) to “educate” 


GEORGE MASON 


Vice-Pres., Wholesalers Div. 


CARL SHER 


Vice-Pres.. Allied Products 
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by RICHARD J. POTVIN 


independent retailers in doing a more effective com- 
petitive job to secure their future and insure thei 
success, 

Independent Shoemen has done yeoman work in the 
first instance. We have seen the expansion-by-absorp- 
tion tactics of two of the shoe industry giants stopped 
by court decree. The efforts of Independent Shoemen 
were influential in bringing about these results from 
This 
achievement alone stands as a historic milestone for 
Independent Shoemen and the shoe industry alike. 


which the entire shoe industry has_ benefited. 


The primary direction of Independent Shoemen 
today, however, has veered to another course. Rather. 
a major new tributary has been opened. Our aim, 
simply, is to make the independent a more successful 
merchant by making him a more formidable kind of 
competition. “Merchant education” might be the apt 
name for this new tributary. By helping to develop 
more successful independent store operations we in 
turn develop the most powerful force to strengthen 
the position and secure the future of the independent. 
This is a positive approach toward solving a problem 
-teadily becoming more serious in the shoe industry 

Does Independent Shoemen take a pessimistic view 
regarding the future of independents in shoe business? 
Definitely not. The record of shoe business is abundant 
with evidence showing that a sound, alert and = ag- 
eressive independent operation is absolutely unbeat- 


kind of 


petition, Being an independent is actually the greatest 


able. It can out-smart and out-sell any com- 


asset any business can have. The big job is to make 


every independent realize his strength and potentials 


[ CONTINUED ON PAGE 58] 


MEADE McCAIN, JR. 


Vice-Pres., Retail Division 


DAVE TOLIN 


Vice-Pres., Shoe Travelers 
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MASSAGIC 


TRADEMARK 


don’t just sell shoes, 


SELL FEATURES! 


...for top profit, 
for top turnover 
and rock bottom 
sales cost! 


Forto-Fed. 


} 

bs 
Once a man puts on his first pair of MASSAGIC or PORTO-PED 
shoes, the built-in comfort that comes from their exclusive features 
starts making repeat sales for you! He likes the carpet of soft 
sponge rubber that cushions his step. He likes the snug, secure 
support he gets from their firm but flexible Arch-Lift. He likes 
their brisk, manly styling that’s always in today’s best taste. He 
likes the look and feel of their soft, supple leathers. He likes the 
idea of buying shoes with a name that he knows, from consistent 
advertising in the magazines he reads. And what he likes, he comes 


hack for, again and again! 


Brilliant styling, built-in comfort, and national advertising move 
MASSAGICS and PORTO-PEDS off the walls fast and in 
volume, with little sales effort and low sales cost. And the reason 


is simple... . theyre habit-forming! 


N 
oF Ts, 


“The Weyenberg- Portage Creed” 
@ We will sell to you, not compete with you. 


@ We own no stores or leased departments in competi- 
tion with your store. 


@ We are manufacturers, not retailers. Our entire 
efforts are bent to serve our retailing customers. 


@ We leave the job of shoe retailing in our customers’ 
capable hands. 


See Them BOTH at the 


NATIONAL SHOE FAIR 


Private Dining Room 14, Club Floor 
Palmer House, Chicago 


a 
, is WEYENBERG SHOE MANUFACTURING CO. 


: PORTAGE SHOE MFG. CO. 
*Memee* MILWAUKEE 1, WISCONSIN 
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e “ewes? 


LITTLE HEELED SHOES and FASHION-FLATS 


IN-STOCK 


Sizes 214 to 14, AAAAAAA to €, 
Backed by Consistent Advertising in 


VOGUE » HOLIDAY « MADEMOISELLE 


SEE THE TOUCH OF EDITH HENRY® FOR SPRING 
CHICAGO...CONRAD HILTON HOTEL 

ROOMS: 812A, 813A, 814A, 856A, 857A, 858A. 
AND ALL OTHER IMPORTANT SHOWS 


Write or Wire Today for In-Stock Catalogue 
Carl Henry, Inc., Maysville, Ky. 


ENT 5 
2? % 
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Pro-tek tiv- 


the finest 


n children’s shoes 


for every age 


and Official 
Girl Scout Shoes 
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What’s The Good Word That Sells 
WELLCO FOAMTREAD Slippers 


For Jack Palazzo? 


Neighborhood Store Success Story *2 


by Jack Palazzo, Assistant to President 


Teen Towners, Inc., Hackensack, New Jersey 


Wonderfully Washable 


Boy, how the mothers go for 
WELLCO washability! The sale’s a 
cinch when I tell them all they have 
to do is toss FOAMTREAD Slippers 
into the washing machine — and 
out they come, brand-new clean. 


Mothers Know Best 


And those neighborhood mothers 
are demanding! That’s why they 
appreciate all the other fine 
FOAMTREAD features. Like the fact 
that FOAMTREAD slippers are prac- 
tically indestructible. Flexible 


As Told to UPI Reporter 


The word is “washable”! When I say it, the customer's eyes light 
up and a bell rings... at the cash register! 








Neighborhood Customers Are Demanding. That’s Why 


counters you can't crush... foam 
rubber mid-soles . . . soft leather 
outsoles you just can’t wear out. 
And the fit? Terrific! Especially 
in the new ‘wide’ widths that 
make it possible to fit kids with 
wide feet in their correct size. 


5 Turnovers, No Markdowns, 
Solid Markup 


Result? A big repeat business, with 
a record 5 turnovers a year, not a 
single markdown in years—and a 
healthy markup I can always de- 
pend on. 


=. 
MEN, 
o: 249 


Neighborhood Stores Carry WELLCO FOAMTREAD Slippers. a 


For more information about the WELLCO FOAMTREAD line, 
write to Joe Stanelli, Vice President in Charge of Sales 
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SUCCESS STORY. Jack Palazzo tells how easy it is to wrap 
up big repeat business— with We_tco FOAMTREAD Slippers 












service 1s right on the button 


As chief buyer for our six stores, Unbeatable 

I'm interested in delivery. I size Point for point, the FOAMTREAD 
up four times a year—and I find sales story is hard to beat. And I 
FOAMTREAD’S splendid delivery for one, predict it never will be 


Excellent Delivery 





















welico 


BF at as 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. ¢ 


iada Foamtread’' Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont 
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‘there’s plenty 


to see in 
room 716 


palmer house 


Don’t miss seeing the exciting new style-setting 
Spring line of Gerwinettes — 


the profitable line! 


You'll see the exclusive new Gerwinette bow changer, 
as advertised in Vogue and Parents 

magazines. And you'll see the quality, style and 
price that make Gerwinettes irresistible 

to your customers. This means greater sales- 


appeal and extra profits for you. 


So, come on up! Look over the Gerwinettes in 
the wide range of beautiful Spring 
colors and styles. Infants’, Children’s, 


Misses’, and Growing Girls? 


If you can’t make the Fair this year, simply 
drop us a line and we'll be happy to send 


you our new Gerwinette Catalog. 


Gerwinettes 


SHOES FOR GROWING GIRLS 





The Gerwin Shoe Company ¢ Cincinnati, Ohio * MAin 1-4986 e New York Office * Marbridge Bldg. «© WIsconsin 7-4629 
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* Look who's WHO in America!” 


BABY...KING OF AMERICAN ROYALTY 


What a business I started when I was 
born! Uncle Sam gave Dad a $600 

tax exemption. Aunts, uncles, relatives 
and friends started buying me gifts 
galore. Doctors and druggists, nurses, 
milkmen, hospitals, all got a share. 

I boosted business in Baby food, bassinets, 
bottles, bonnets and blankets; powders 
and pillows, crackers and cradles, 

sox, scales, soap, sterilizers; diapers, 
rattles, baby oil and orange juice. 

Dad bought cigars and insurance; 
Mom an alarm clock and an exten- 
sion telephone . . . I’m moving up 

to shoes, strollers, play pens and 
picture books. You name it—I’m going 
to need it! Already I’ve run up $2,000 
in expenditures. Multiply that by four 
million new babies a year, and it 
adds up to a whopping Eight Billion 
Dollar all new market! Every year! 
No wonder they think I’m the King! 


(C) 


baby shoes 


POTVIN SHOE COMPANY, BROCKTON, MASS. 


No. 8050 


PREWALKERS INTERMEDIATES SANDALS LEARN-TO-WALK 
No sole bootie For play pen, and Lightweight, cool, Rambling, romping 
Soft and flexible creeping stage all leather and first steps 


Room 847, Palmer House 
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What's in a Shoe 
and How to Sell It 

| CONTINUED FROM PAGE 45] 
cals made from vegetable materials 

for example, oak chestnut 
bark, sumac, wattle, quebracho, 
hemlock, etc. Vegetable tannins are 
extracted from leaves, barks, nuts, 
A mineral tannage is one 
using mineral extracts chrome, 
And over the past 
decades have come the 
These are synthetic sub- 
stances similar in character to nat- 


or 


woods. 


alum, iron, etc. 
couple of 
“syntans.” 


Shaw's unique combination 
of quality at a sensible price re- 
sults in the one thing both re- 
tailers and their customers are 
seeking — solid value! Today, 
more than ever, retailers and 
consumers are taking a closer 
look at exactly what they get for 
their money, in terms of real 
value! We feel this is a prime 
reason why SHAW sales are 
steadily rising, and why more 
and more retailers are add- 
ing Shaw to their men's lines. 


Our exclusive Trade Builder 
way of supplying you with 
OVER-NIGHT DELIVERY from 
our 60 distributors, serving every 
county in the country, keeps your 
inventories low, your profits high! 
Shaw shoes give you steady sales 
at good mark-up, and the de- 
pendable repeat business that 
solid value insures! 


NATIONALLY 
ADVERTISED IN 


weleLE Qutdoor Life 


M.T. SHAW, Inc. 
Coldwater, 


ural tannins, but produced through 
chemical processing. 

Now, the processing of the hide 
with the tannins or tanning mate- 
rials is the key step in converting 
the hide into leather. The tannin 
combines with the protein in the 
hide and forms a non-rotting com- 
pound. It tends to stabilize the pro- 
teins, permanently “fixes” them, so 
that normal ranges of heat or cold, 
air or light or bacteria, won't 
affect them. 


0} 


The mixing of the tanning mate- 
with the hide through 


rials goes 
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Brown softee Beaver leather, 

three eyelet Blucher pattern, 

PERFORATED OVERLAY AND 

QUARTERS, natural welt with white 

stitch, steel arch, right and left quarters, 

twill vamp lining, leather quarter lining, full 

grain insole, leather outsole, rubber heel, on our 

NEW No. 15 Combination last. IN-STOCK to retail 

profitably at $10.95. Also in black smooth leather 
as CLARK. 


WRITE TODAY for the name of your near- 
est Shaw Trade Builder distributor, and 
new IN-STOCK catalog showing our com- 
plete line of men's casual, dress, work and 
comfort shoes. 


Michigan 
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several steps. When the hide is re- 
moved from the mixture, the basic 
“conversion” from hide to leather 
has taken place. The partly-finished 
leather is then ironed out to remove 
wrinkles and make it uniform. 
There is a drying and pasting proc- 
Oils and greases may be 
“stuffed” into the leather while re- 
volving in a drum. The latter is 
called “fatliquoring’’ — a process 
which lubricates the fibers so that 
the leather will be supple and flexi- 
ble and durable. This is done with 
oils having an animal, mineral or 
vegetable origin. 


ess. 


Our shoe leather is almost ready. 
There are two other important 
steps: coloring and finishing. Both 


|are of vital importance to the shoe- 


|; Man 


and consumer alike, because 
these are visible in the appearance 
of the shoe. Leather color and sur- 
face finish are two features which 
lend character to the leather and 
the shoe. 

The coloring or dyeing of leather 
with “dyestuffs” is a complicated 
and delicate in order to 
achieve just the right color as well 
and thorough 

dye into the 


process, 


color-fastness 


of the 


a: 
penetration 
leather. 


Two kinds of dyestuffs are com- 


|monly used: vegetable or aniline. 


Vegetable dyes are made from “nat- 


|ural”’ products—the coloring mat- 
|ter from chestnut, hemlock, valonia, 


|} sumac, 


logwood, wattle, myrobal- 


}ans, etc. Aniline dyes are synthetic 





substances derived from coal tars. 
Though over 1,500 of these are list- 
ed, only about 100 are used for 
leather coloring. 

The coloring process is done in a 
revolving drum. The dyeing can’t 
be done with just one “treatment,” 
but requires two to several dyeings 
to get the proper penetration and 
fastness. Leather coloring is an 
exacting science. Proper depth of 
color greatly enhances the inherent 
beauty of leather. Tremendous 
strides have been made in recent 
years in leather coloring, permit- 
ting colors and shades and combi- 
nations of colors which not so long 
ago were unobtainable. And this, 
in turn, has given new merchandis- 
ing features to modern footwear. 
Now comes the finishing of leath- 

one of the most refined and 
[CONTINUED ON FOLLOWING PAGE} 
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complex steps in the whole tanning 
procedure. Because this process 
hasn’t yet been reduced to a pre- 
cise science, it is here where expe- 
rience and judgment play a vital 
role. The finishing process utilizes 
both handwork and machines. Tan- 
ners Call the finishing of leather an 
art, which it genuinely is. For it’s 
in this process that the real beauty 
of the leather emerges—its grain, 
tone, texture, luster. 

A wide variety of strange mate- 
rials or substances are used for 
finishing leather: milk, shellac, 
blood serum, wax, oils, gums, Irish 
moss, pigments, aniline dyes, soy- 
beans, casein, flaxseed. Solutions or 
emulsions are made from these ma- 
terials. Every tannery has its own 
secret formulae. The finishing proc- 
ess also involves special machine 
and hand operations, such as roll- 
ing, glazing, staking, plating, each 
contributing something to the fin- 
ish. As many as seven coats of fin- 
ishes, in addition to the machine 
and hand operations, may be given 
to the leather before the desired 
end result is achieved. 

And now the leather is ready for 
the shoe. What was a short while 
ago a “live” mass of skin around 
the carcass of an animal, is now a 
finished work of art as well as an 
article of versatile utility. Now, 
understanding the inherent nature 
of a hide or skin with its intricate 
fiber pattern and composition, fol- 
lowed by the combining of science 
and art to make its complex conver- 
sion into leather, we can have a 
fuller appreciation of the countless 
virtues and distinctive character of 
this material called leather. For of 
all the touted “miracle” fibers and 
materials that modern science has 
brought into the world, leather still 
remains the most wondrous of all. 

The tanning industry does con- 
siderable technical research—much 
more than the three-times-as-large 
shoe manufacturing industry. First, 
it has long maintained its industry- 
supported leather research head- 
quarters and laboratories, located 
at the University of Cincinnati. In 
addition, a large share of the tan- 
neries have their own laboratories 
and staff chemists. In fact, there is 
an American Leather Chemists As- 
sociation, with several hundred 
members, whose objective is to con- 
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stantly develop improvements in 
leather, as well as a better under- 
standing of this  still-mysterious 
product. 


“Sell Values” of Leather 


You’ve now had an inside look at 
leather, from the raw material to 
the finished product. So let’s take 
a look at the end product — the 
product that plays such an impor- 
tant role in a pair of shoes—and 
view its “sell values” from the 





others with — 
@ Fresh, imaginative styling 


@ Superior fit and steady repeat 


Special financial assistance to 
stores and qualified persons 
starting in this field 


DREW shoes simply out-perform 
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shoeman’s standpoint. 

First, leather is said to be the 
most natural of all materials for 
a foot-covering—that is, a_ shoe. 
Why? Because it’s a natural form of 
“skin” next to the skin of the foot. 
It’s the closest to being like the 
skin itself. Hence the reason it’s 
called a “natural” foot-covering 
material. 

Second, it “breathes,” furnishing 
ventilation and serving as an air- 

[CONTINUED ON PAGE 74| 


DR | | shoes give you sales features 


that INSURE your PROFITS 


Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


On Display 
NATIONAL 
SHOE FAIR 


PALMER HOUSE 
HOTEL 


ROOMS 833-841 


business 


— not subject to chain store competition 
@ Always IN-STOCK for greater turnover 


Extra sales and profits at $15.95 to $17.95 
retail—the volume price in the quality field 





THE VALIANT — No. 052, black kid, 
15/8 breasted heel, $10.20; 15/8 
Cuban Heel, $9.95. 4 week makeup 
(Tentative Stock for November). Extra 
fine fitting dressy tie. Also available in 
new designs and in all colors of kid and 
suede leathers, also meshes. 4” plat- 
form, D144 last, 15/8 breasted 
heel. Sizes 4 to 11, AAAA to 
EEE. 
Write TODAY for new 
IN-STOCK catalog! 


The VALIANT 


ENT 5 
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LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.) 


(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW @® DR. HISS @ 


CANTILEVER-GROUND GRIPPER 


© TOWN WALKER 
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Jack Horowitz says: 


SEE OUR MANY EXCITING NEW PATTERNS WITH THAT 
FOOT KING® CHAMPAGNE LOOK! 
FOOT KING® 


nanos | 


Goodyear Welts IN STOCK 


* #179836, D wide 
Price only $5.40 net 
oak band leather sole 


Black leather with black Alligator plug. Light weight edges 
close trimmed. A light weight shoe with that New Look! 
FOOT KING® stocks a complete line of Boys' shoes @ 
$3.90 net and up in width A to E according to style. 
REG-E-STURD® better grade Boys’ shoes—soles guaranteed: 
4 months wear or a free new pair. A to E sizes | to 7 @ 
$4.80 net. 


NATIONALLY ADVERTISED FOOT KING means BUSINESS 


Dept. 101, The A. S. Kreider & Son Co., PALMYRA, PA. 





See the 


October 15 issue 
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I. S.—Program to Secure 


Our Future 
(CONTINUED FROM PAGE 49) 
which are the very seeds of success in shoe business. 
Hence that becomes one of the prime objectives of 
Independent Shoemen’s program. 

Is Independent Shoemen “alarmist” when it con- 
tinually forewarns about the inroads being made by 
control-minded giants in the shoe industry? Emphati- 
cally not. We have kept a cold, unbiased eye on the 
facts and figures and trends in shoe business. Every 
alert shoeman is familiar with them. But only the naive 
shoemen—and, unfortunately, there are many of them 

can deny the relentless shrinkage of independence 
taking place in the shoe industry. 

We can take one of two alternatives in this process: 
(1) stand by as the trend continues, blandly hoping 
that each of us will be among the survivors in the years 
ahead; (2) take positive action to assure that we will 
be among the survivors of tomorrow. Independent 
Shoemen was formed to take the second step. 

As independents, we have great faith in the future 
of this industry. In the decade ahead we can foresee 
an annual production of over 700 million pairs, ex- 
clusive of an additional 150 million pairs of rubber 
and other types of footwear. 

We can foresee an annual retail shoe dollar volume 
of close to $6 billions. It is possible that our per 
capita shoe consumption may rise to four pairs, or up 


15 per cent from the present level. 

But the challenging question is: Which of us, retail 
or manufacturing, will be around ten years from 
today to share in this potential abundance? Will the 
much be left to the few? Will opportunities and 
incentives in shoe business be greater or less? Our job. 
as independents, is not to attempt to guess our position 
ahead, but to take positive action now to shape and 
insure our future. 

This is by no means to be regarded as a selfish 
motive. It is the healthiest thing that can happen to 
shoe business—the assurance that free enterprise and 
competition and incentives will stay vigorously alive. 
We are not a society dedicated solely to the survival 
of “small business.” We are dedicated to the survival 
of all business, big and small, so long as the business 
is given the economic freedom to function with un- 
restricted scope as an independent. That is why Inde- 


pendent Shoemen was born, and why it thrives today. 


The very first shoe store in the United States was opened 
in Boston in 1794 at 133 Broad Street. It served customers 
on two days of the week only—Wednesdays and Satur- 
days. The two shoemaker-proprietors, Quincy and Harvey 
Reed, knew all about shoes because their father, their 
grandfather, and their great-grandfather had all engaged 
in the shoemaking business also. When the Broad Street 
store was closed, the two brothers sold shoes from door to 
door, and the way they displayed them was good merchan- 
dising also: they erected a ceiling over a pair of chaise 
wheels, and hung their shoes from it. 
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Annual IS Dinner Meeting, 
Chicago, October 25, 1958 


The annual meeting of the Inde- 
pendent Shoemen will be held at 
the Sheraton-Blackstone Hotel in 
Chicago, Saturday, October 25. 


At 1:30 p.m. the IS suite will be 
open to all members for an in- 
formal discussion of policy and 
activities. The formal meeting for 
the election of officers will con- 
vene at 4:00 p.m. 


Cocktails will be served in the 
foyer of the Sheraton Room at 
6.00 p.m. followed by dinner at 
7.00 p.m. A panel made up of 
the IS president and vice presi- 
dents will discuss the IS 1959 
theme: "Operational Know-How." 


Reservations should be made as 
early as possible. Write Frank T. 
Underhill, Executive Director, In- 
dependent Shoemen, 10 High St., 
Boston 10, Mass. 





Now...with new 


RIPPLE 
To] i 


TLL LT 


DUTY SHOE 


Style No. 1482X5 $6.75 net 30 days 


Fast 24 hour instock service 


KICKERINOS DIVISION OF THE 
HAMPTON CORPORATION 
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Baker Reporting 
from Washington 
| CONTINUED FROM PAGE 14| 

Compulsory federal labeling rules 
are being readied for manufacturers 
who work with fiber products. But 
footwear manufacturers won’t be af- 
fected. The new labeling law 
proved by President Eisenhower on 
September 3) specifically exempts all 
textile products which may be used 
in footwear. 

Here’s how the law reads on foot- 


(ap- 


wear: 

“None of the provisions of this act 
shall be construed to apply to... 
textile fiber products incorporated in 
shoes or overshoes or similar outer 
footwear.” 

This means, of course, that the 
footwear trade again has been sue- 
cessful in escaping the threat of a 
federal labeling law. Demands have 
arisen during this year’s session of 
Congress for a federal law requiring 
all footwear to bear a label stating 
the true names of the materials that 
make up a shoe. But the demand for 
such a law was not strong, and the 
legislative session came to a close 


re eo, 
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without any positive action having 
been taken. 

Not with the textile 
however. The new fiber labeling law 
applies to all persons and firms that 


so trades, 


deal in cotton, silk, rayon, nylon, and 
the like. And any firm 
that imports, manufactures, sells, 
advertises, or transports is subject 
to the new law. 

The 
affected by the new law, of course. 
Retailers the 
claiming that the complicated proc- 
ess of fabricating imported goods 


person or 


needle trades are definitely 


opposed measure, 


(where the origin is not clearly iden- 
tifiable) would make the law impos- 
sible to enforce and would work 
hardship upon retailing. 

Carpet and drapery manufactur- 
ers generally like the new law, how 


ever. 

Under the new the 
Trade Commission is responsible for 
enforcement. The FTC 
months in which to promulgate reg- 


law, Federal 


has nine 
ulations implementing the new law. 
The law actually becomes effective 
18 months from September 3, 1958. 
Vice Richard Nixon, 
| CONTINUED ON FOLLOWING PAGE | 
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A SUPERIOR 


ALPINE BOOT 
FOOT KING® 


Goodyear Welts In Stock 


#2208 


Widths B D £ 


HERB BURGNON says get ready for the tremendous boot season coming up 
by stocking up on FOOT KING ALPINE BOOTS 

Full Grain Butternut Glove leather, SILICONE treated: deeper cushion insole 
glove covered; soft leather lining thruout with Jumbo ribbed crepe sole, #2208, 
widths B, D, E, only $8.80 net. Same Boot in BROWN Glove leather, #2208-3, 
D width $8.80. Alpine Oxford as above, Butternut #2205, C, D, E, only $7.65 


9 inch Boot, LINED, Stocked DE, Butternut Color #2210, only $9.80 


Dept. 101, A. S. Kreider & Son Co., PALMYRA, PA. 
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kicking off his campaign to become 
President in 1960, is advocating a 
national manufacturing tax to re- 
place present excises. 

The Vice President, in a recent 
speech before the Harvard Business 
School Association, proposed that a 
national tax of 114 per cent be im- 
posed on all goods at the manufac- 
turing level. This would permit re- 
peal of “the present hodgepodge of 
Mr. Nixon said. 

In addition, the Vice President is 
championing a cut in the 52 per cent 
compernte tax rate, more liberal de- 


excises,” 


preciation of capital equipment for 
tax purposes, and reductions in the 
top personal income tax rates. 

A general sales tax has been pro- 
posed before, particularly by the Na- 
tional Association of Manufacturers. 
It is one of the few major avenues 
for the government to raise more 
revenue, and is backed as_ being 
fairer than the present system of 
excises on “selected” products. 


Employes who receive fixed travel 
allowances will not have to report 
them on tax forms as long as the 





the most comfortable outdoor shoes 


Illustrated: Dunham's 
TYROLEANS® 9” boot. 
Soft, supple glove leather, 
cushion insole, full glove 
leather lined, special long- 

wearing rib crepe sole. Also 
in oxfords, boots and hi-cuts for 
men, women and children. 


-TYROLEANS 


& 


thaw ever bebe: 








All year 


ARGOSY, YANKEE, 


Dunham's Tyroleans® . . . 





‘round, we're shooting to pre-sell your customers 
on genuine Dunham's Tyroleans®) — (helping you to hit the profit bull's-eye) — 
that's why you've seen — and will see — Dunham's Tyroleans® advertisements 
in ESQUIRE, OUTDOOR LIFE, SPORTS AFIELD, SPORTS 
DOWN EAST, THE SPORTING NEWS, 
PARENTS’, GLAMOUR, VOGUE, MADEMOISELLE! So tie-in with Dunham's power- 
ful advertising and sales promotion campaigns. 
the most comfortable, most profitable shoe ever made. 


ILLUSTRATED, TRUE, 
FARM JOURNAL, 


Order, stock, display genuine 








IMPORTANT! All Dunham's TYROLEANS® are included in our VOLUME DISCOUNT PLAN. 
See your Dunham's representative or write for details. 


@ in the East — DUNHAM BROTHERS COMPANY, Brattleboro, Vt. 
@ in the Midwest — AINSWORTH SHOE COMPANY, Toledo, Ohio 
@ in the Northwest — DODSON-FISHER COMPANY, St. Paul, Minn. 
@ in the Southwest — B. ROSENBERG & SONS, New Orleans, La. 


4} DUNHAM BROTHERS COMPANY 


Brattleboro, Vermont 


In Canada: Greb Shoes Ltd., Kitchener, Ont 
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per diem or mileage allowances do 
not top 125 per cent of similar al- 
lowances given to government work- 
ers. 

Internal Revenue Service officials 
made this ruling to conform with an- 
other recent decision not to require 
workers to report expense account 
payments as long as they are re- 
ceived for reimbursement only and 
the person receiving them held to 
strict accounting by his employer. 


Federal authority to insure the 
honest administration of employe 
welfare and pension funds is weakly 
stated in a law newly signed. 

Purpose of the Welfare and Pen- 
sion Plans Disclosure Act is to re- 
quire public disclosure of fund bene- 
fits and financial operations. But the 
wording so limits the range of fed- 
eral action that President Eisen- 
hower served notice he may ask Con- 
gress for a stronger law in 1959. 

Administrators of welfare and 
pension plans affecting more than 25 
employes now must file annual re- 
ports with the Secretary of Labor. 
Reports must be available to the em- 
ployes covered. Plans operated by 
management, unions, or both must 
comply with the reporting rule. 

Penalties for failure to turn in the 
reports or for providing inaccurate 
reports range up to $1,000 in fines 
and six months in jail. An employe 
denied the required information can 
sue the administrator for damages. 

President Eisenhower points out 
five of the law’s defects. The law, 
he says: 

Demands only summary 
ments of financial operations. 
“many abuses” may be hidden. 

Authorizes no federal agency to 
interpret uniformly its technical 
terms. 

Relies solely on individual em- 
ployes to compel compliance through 
court proceedings. 

Fails to give the Secretary of 
Labor powers to investigate or en- 
force, in relation to the fund re- 
ports. 

5. Makes no provision for direct 
handling of embezzlement or kick- 
backs. 


state- 
Thus 


Miss Millie Quan has become 
fashion coordinator for the Frank 
Werner Shoe Company, San Fran- 
cisco. 
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Miami Shoe Shoppers Buy 
Bright Styles, Colors 


FLORIDIANS are stepping into 
the fall season in new shoes that are 
particularly exciting, both in styles 
and in color. 

The fall rains, now taking place, 
mark a definite change in Miami 
shoe trends from casuals to dressier 
shoes, which this season are far from 
plain. According to merchants, shoe 
silhouettes are as important at this 
time as the new high waistlines of 
milady’s dresses, and include the 
mandolin shoe, embroidered with 
brilliants; the guitar shoe with 
cooky bite toe, as well as sandals, 
especially of flowered brocade. 

Shoemen are showing the Louis 
XV heel, and square tips on long 
pointed toes. These are proving 
popular, as are the very slim heels 
on long and narrow shoe silhouettes 
with heels which reach two and 
three quarter inches for evening and 
only a little less height for daytime 
wear. 

Enthusiasm is manifested in Delta 
suedes, with leather combinations in 
all the new shades of grey, tan and 
moss green, styled with tapered toes 
and instep straps. Medium heels also 
are selling at a great rate. 

One merchant reports a traffic in 
black and white saddles and loafers, 
as well as variations of the Ivy 
League look for back-to-school wear. 
“Flatties” for teen-age girls con- 
tinue in top place and college boys 
prefer shoe lock styles. Brown and 
whites have declined, somewhat in 
popularity, according to one Miami 
merchant. 

One large shoe store reports 
pointed toes in the lead by a large 
margin in high styles, with 50 per 
cent calf against suede, which was 
selling about 90 per cent last year. 
Calf in dark colors—black, brown 
and blue—are leaders, with Ameri- 
can beauty (the purplish shades) 
gaining in popularity, along with 
Balenciaga and Palamino. Less red, 
compared to this time last year, is 
noteworthy, and skin shoes, such as 
alligator and lizzard are rising in 
popular appeal. Business is expected 
to be up at least 10 to 15 per cent 
for September, in the opinion of 
merchants. 
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Closed toes and heel pumps are 
again fall favorites, and shoemen in 
this area find the demand for black 
patents far in excess of the demand 
for browns. Punched pigskin in ala- 
baster, tan, red, white and black are 
moving from the shelves of shoe 
stores, and brown linen tweeds, with 
brown kid trim and heel, as well as 
grey linen tweed, with black kid 
trim and heel, are good sellers ip 
this territory, as well. 


Los Angeles Trade Slow; 
Big Xmas Anticipated 

BACK-to-school is out of the way 
and on the whole it seems to have 
been a satisfactory season. Selling is 
slow right now in Mom and Pop’s 
shoes, probably because the family 
budget has to get pumped up again 
before they get outfitted. Retailers 
seem to feel the holiday season will 
get under way early this year and 
many of them plan to start their ad- 
vertising campaigns earlier than 
ever. 

The square or chisel-toe has come 
up faster in men’s fashions than 
any of us expected it would. Most 
informed sources had it tabbed as a 





f. for fun-loving shoes 
"that carry you across the campus 
and around the clock. 


All priced at @ modest 8.95 
Sims te 10 
Mall Orders Filles 











1211 CHESTNUT STREET 











Dalsimer pulled college trade with this 
ad for flats with T-strap, buckle, and 
ornate clip. Philadelphia (three cols). 


comer for next season but it sur- 
prised them all by taking a strong 
hold right now. Thom McAn took 
five columns wide, full page height 
in the Angeles Times to tell 
them about it in these words: “The 
Square Toe—Fastest Growing Style 
Idea in Men’s Shoes Today” and af- 
ter six lines of short, sharp puff 
copy, mentioned style name and 
price—“The Cutaway: $9.95.” When 
as big an outfit as McAn’s gets on 
it, you know it’s here. 

Fall collections are moving some- 
what if there is a hard selling push 
behind them. Chandler’s is getting 
some action at $12.98 on a women’s 
street shoe of light brown leather 
accented in black. The mid-height 
slim taper heel flares out at base for 
while a 


Los 


greater walking security, 
perf-toe cap of black gives it a trim. 
The needle toe is cut off ever so 
slightly, giving just a hint of chisel 
toe. Most retailers find that heaviest 
demand is still in dark pumps, al- 
though materials other than patent 
are beginning to evoke some interest. 
A black suede with a satin instep is 
doing well, and so is a closed-up 
pump with various types of bronzed 
metallic ornaments. 

There is a great deal of movement 
in the $11.95-$13.95 bracket. May 
Company, one of our biggest depart- 
ment stores, is getting healthy on a 
collection of dark, closed pumps in 
this price range. Some slings and 
T-straps are also moving, but with 
one or two exceptions the open heel 
has not been a busy model. A black 
pump with sides fully cut away and 
with counter and vamp held together 
with halter strap has provided real 
action in some locations. 


Chicago Selling Continues 
Toward New Peak 

CHICAGO retail shoe selling is ap- 
proaching a peak. Reports indicate 
business is spotty, but generally the 
condition is healthy. Sales are run- 
ning better than a year ago and have 
been gradually accelerating. 
ness had a good send off, first with 
back to college promotions, then with 
the back-to-school in children’s shoes. 
Fashion shoes are now helping spark 

| CONTINUED ON FOLLOWING PAGE | 
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the women’s end of the business. 
Men’s sales are also running slightly 
ahead. 

It’s established that it takes some 
real and added effort to get business 
these days. This time of the 
normally calls for a good share of the 
advertising budget. But, shoe lineage 
somewhat ahead of a 
ago. This has been both in 
fashion promotions and in price ap- 
peals. There is a notable step-up in 
advertising lineage on the part of 
large chains, retail stores of the mail 
and moderate price 


year 


is running 


year 


order houses, 
stores. 

Moderate price, budget, and casual 
departments are getting special at- 
tention. There has been quite a 
splurge of modernization and relo- 
cation of these departments in prime 
traffic locations. Another important 
trend on the Chicago retail scene is 
the increase of self-service outlets in 
this area. A number of new stores 
have been opened during the past 
two months. 

On the style side, current selling 
includes a good pairage of women’s 
shoes in colored suedes and smooth 
leathers. The colors are especially 
when sold with coordinated 
handbags. Plum, russets, a few deep 
reds, and some greens have been 
favored. This coordination program 
is not limited to department stores, 
but is also an important source of 


active 


sales for individual shoe stores. 
Suede combinations have also been 
include with 
grosgrain, suede with rayon satin, as 
well as luster leathers with 
trim. Trims such as_ rhinestones, 
beads, and velvet are also important. 
Marshall Field & Co. highlighted the 
importance of green with a full page 
devoted to green 
smooth 


active. These suede 


suede 


advertisement 
shoes, both in suedes and 
leathers. 

However, the black pump still re- 
mains the best selling and most per- 
sistent silhouette, despite some in- 
roads from the T-strap. This includes 
high rising pleated vamps, punched 
bands of calf on suede, gold ornamen- 
tation, cut steel trim, satin collars 
and velvet bows, bone trim, and fil- 
agree metal buckles. Little or demi- 
heels continue to receive emphasis in 
displays and promotions of even the 
very high fashion shoes. 
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Events Combine to Hypo 
St. Louis Selling 

THESE factors made recent sell- 
ing good to excellent for St. Louis 
shoe retailers: intensive advertising 
by mail and newspapers; varied and 
interesting window and interior dis- 
plays; good weather; and the normal 
switch-to-fall-clothes impetus. 

Family type stores found that 
their totals for the month, on dollar 
sales basis, equalled almost exactly 
their last year’s figures. Teenager- 
popular chain outlets indicate that 
their dollar sales and pair sales ran 
about five per cent ahead of 1957. 
Men’s stores reported good traffic, 
with sales running about even with 
last year. 

Women’s fashion footwear gained 
momentum the middle of September. 
Black calf pumps came to the front 
as strong early sellers over suede. 
Best pattern for suede sales to date 
is in very dressy 23/8 open pumps 
with rhinestone trim. Good selling 
treatments in both calf and suede 
include the low placed instep strap; 
the cuffed vamp pump with modified 
sling; the D’Orsay and open shanks; 
and vamp lacings. 

In mid-heel spectator types, per- 
forated pumps on stacked heels are 
moving well in textured calf as well 
as in the popular brushed leathers. 
Retailers say that they are selling 





HERBERT LEVINE 


derella 5 


RY 
You are carefree, attractive, and young- 
at-heart says this compelling ad for 
Herbert Levine, Minneapolis (four cols). 


more red calf than they normally do 
at this time of year. Green is re- 
guested often in mid-hee] semi-casual 
patterns. However, store emphasis 
here is on greens in 23/8 and higher 
heel area, which customers feel are 
too dressy for wear with the bulky 
tweeds seen in ready-to-wear suit- 
ing. Because of the color variations 
in the family of green shoes, many 
women whip a swatch of material 
from their handbags to consult as 
they try on pairs. 

Although back - to- school selling 
has calmed down considerably now 
that classes have started, the chil- 
dren’s business in St. Louis is still 
brisk, with good traffic after school 
hours and during the evening. Best 
selling patterns for girls of all ages 
are lightweight brushed leather ties, 
principally half-saddles; traditional 
heavy saddles, black and brown both, 
with red rubber soles; nylon velvet 
oxfords with smooth calf saddle and 
white welt trim; and red patent 
swivel strap pumps with metallic 
buckle ornamentation. However, 
teenaged girls here are not at pres- 
ent “going wild’ over anything, 
patternwise or colorwise. 

Suburban retailers say that col- 
lege-bound girls packed chukka boots 
as a basic part of their wardrobes 
this fall. They expect to wear the 
boots day-in-day-out, not only for 
football games and sport events. Re- 
tailers are pleased with the extra- 
pair sales the chukkas are sparking. 

Black smooth shu-lok oxfords and 
black smooth moc-toe loafers lead in 
the young boys’ picture. Antiqued 
brown high rising tongue slip-ons 
are getting good play from high 
school boys, along with cordovan five 
eyelet perfed brogues. Gym shoes for 
all school-aged customers round out 
the current selling report. 

Famous-Barr Company’s' men’s 
shoe departments used a smal] plas- 
tic wading pool filled with water to 
draw attention to its display of Wol- 
verine pigskin “Hush Puppies.” Cus- 
tomers were invited to dunk these 
brushed leather three eyelet oxfords 
to test the water repellency of their 
protected finish. Promoted for sport, 
work and play, the oxfords feature a 
thick cushion crepe sole. A spokes- 
man for the department store indi- 
cates that the response to this pro- 
motion was good on all colors, includ- 
ing red, gray and vicuna. 

CONTINUED ON PAGE 64] 
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there” if it is at all possible. Men 
feel a responsibility to the salesman 
for having taken his time and an 
obligation to buy. They feel too, that 
any indecision at the time is caused 
by them, not created by the sales- 
men. 

This compulsion of ‘only-go-into- 
a-store-to-buy”” must be removed 
from the male shopping attitude, the 
study continues. Ways must be 
found to make it a lot easier for men 
to “see” the potential “second” and 
“third” pair without feeling any ob- 
ligation to buy. 

Hewetson, a division of Shoe Cor- 
poration of Canada which manufac- 
tures children’s shoes, has just com- 
pleted a fourteen months survey 
with Canadian mothers and shoe re- 
tailers to isolate the greatest single 
complaint in the performance of 
children’s shoes. This survey devel- 
oped the fact that mothers were 
most critical of sole wear, “or rather 
lack of it.” This important point 
and other data enabled Hewetson to 
style, build and price a new line of 
children’s shoes and to guarantee its 
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“sole life.”” And the survey enabled 
Hewetson to overcome the tradi- 
tional objection of retailers to guar- 
antees, by revealing the fact that 
replacements were a real headache 
to the retailer. Accordingly, Hewet- 
son’s policy will be to make replace- 
ments direct from the factory. 

These two cases are typical of the 
way manufacturers can use research 
and motivation to determine mar- 
kets for their products, to improve 
them and to distribute, advertise 
and merchandise them more effec- 
tively. The shoe business should be 
making more practical use of these 
important tools. 


¢e About Shoe People 


Paul Seligman, who represents 
3ates Shoe Company, Webster, 
Mass., has received the company’s 
“Star Salesman” award for gaining 
first place in sales achievements. 
He is assigned to Chicago and adja- 
cent areas. 


Martin J. Cullen, formerly man- 
ager of a Health Footwear, Inc., 
store at Warwick, R. I., has opened 
a store of his own, Cullen’s Boot- 
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WINCHELL SHOE MFG. COMPANY, Natick, Mass. 


ery, Inc., in Providence. It special- 


izes in children’s and teenagers’ 


shoes. 


Spencer D. Oettinger, executive 
vice-president of the Miles Shoe 
Company, has been selected to lead 
the 1958-59 trade drive for the Fed- 
eration of Jewish Philanthropies of 
New York. 


Alexander L. Baris, president of 
the Baris Shoe Company, Inc., will 
serve as chairman for the shoes di- 
vision of the $1 million campaign 
of the New York Arthritis and 
Rheumatism Foundation. 


Dwayne M. Bourret, manager of 
the Frances Shoe Store at 
City, Ia., has announced the open- 
ing of a suburban store, done in 
western motif. A milk bar 
for the kiddies is a special attrac- 
tion. 


Sioux 


corral 


Homer Cook, a retail shoe sales- 
man for 87 years at Matthews-Belk, 
Gastonia, N. C., retired to 
Bowersville, Ga., to live on a farm 


has 


he bought years ago. He is believed 
to have sold 250,000 pairs of shoes 
Mr. 


during his long career. Cook 


is 70. 


9 FROM A FIRM WHICH HAS MADE 


1863. 
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[CONTINUED FROM PAGE 62] 
Spending in Boston 
Heralds End of Slump 


“BUSINESS better than last 
fall.” This sums up mid-September 
reports from many Boston shoe re- 
tailers. True, the increases are not 
large but they indicate clearly that 
consumers are no longer holding back 
as they did during the spring and 
early summer. Sensing this return 
of consumer confidence, stores gen- 
erally have stepped up their adver- 
tising programs. Pump types have 
been most in demand followed by T- 
straps. 

Confirming that pumps have been 
the best sellers, it was reported by 
the Solby Bayes Company that even 
open toe types have been bought 
freely. This, in view of the coolness 
of the weather, was a surprising de- 
velopment. Another and, to some ex- 
tent at least, unexpected development 
has been the persistence of the de- 
mand for red. While far behind black 
as the leading color, red had been ex- 
pected to drop out of the running at 
the end of the summer season. 

So-called conservative stores are 
experiencing an increasing demand 
for the lighter weight, more flexible 
shoes. This does not mean that these 
stores have “gone high style.” It does 
mean that for this fall they bought 
the same shapes as before but made 
of softer, lighter and hence more 
flexible leathers. Many of these shoes 
are unlined. 

Ribbed crepe sole shoes have been 
added to the line carried by the Cur- 
tis Enna Jettick Shoe Store, another 
semi-conservative outlet. Higher 
heels also have been added in orna- 
mented pump types — heels up to 
23/8. Here, too, the swing to the 
lighter, more flexible types was noted 
and it was reported that fall business 
to date was definitely ahead of the 
same period last year. Difficulty in 
getting quick delivery on re-orders 
of some types was noted. 

High style stores have been de- 
pending on black to achieve an in- 
crease. Pumps are slimmer in ap- 
pearance and with even more pointed 
toes than those seen last fall. 

Franklin Simon in its Chestnut 
Hill store has been featuring such 
patterns as straight bow pumps in 
black smooth calf leather; and black 
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suede pumps. One of the most suc- 
cessful of the latter is trimmed with 
a black rayon faille throat ornament 
resembling a miniature pouch. 

Another interestingly ornamented 
pump is that promoted by Wm. 
Filene’s Sons Company. The orna- 
mentation in this case closely re- 
sembles a corset-laced vamp with 
four eyelets. They were shown in 
smooth black calf and in suede. Both 
carried mid-high heels. 

C. Crawford Hollidge promoted 
novelty pump types. One, carrying 
an asymetric strap, was shown in 
black or blue suede with a satin trim; 
another combined black fur and black 
calf, the fur trim being confined to a 
portion of the vamp and collar. 


Retail Shoe Sales 


Mount in Detroit 


RETAIL shoe sales have picked up 
considerably in the greater Detroit 
area these past several weeks. And, 
although the figures show sales still 
off somewhat from last year, most 
retailers are confident of a good fall 
and winter season. 

School footwear has accounted for 
the biggest sales volume, as is to be 
expected. In girl’s departments, gum- 
drops continue popular in all size 
ranges. The hook type lacing is in 
disfavor, however, being replaced 
with either brass or blind eyelets. 
This particular shoe is selling best in 
black. For the grade school girl, a 
gumdrop on welt sole has a “new 
look” that sells well. Fyfe’s reports 
loafer sales surprisingly strong in all 
size ranges. 

Black T-strap styles in suede and 
smooth leathers account for a large 
percentage of dress shoe sales in all 
age groups. And the loudest lament 
heard from a number of merchants is 
that high school girls are still buying 
white tennis shoes for general school 
wear! 

Small boys seem to be wearing 
black oxfords predominantly. Gillies 
Shoe Store in Pontiac has experi- 
enced marked success with a reverse- 
seam moc-vamp oxford in black calf 
for junior. There is a sustained de- 
mand for dirty bucks and corrugated 
crepe or rubber sole styles by the 
high school crowd. Another pattern 
popular with teen-age boys is a 
brown and beige saddle. 


Sales of women’s shoes have been 
strongest in the $16.95 and down 
price bracket. However, the pairage 
in the $18.95 and up bracket is gen- 
erally coming back up, indicating less 
resistance to higher priced footwear 
in recent weeks. 

Dress shoe sales are made up al- 
most exclusively of black needle-toe 
pumps and T-straps. Every retailer 
comments on the fast growth of the 
T-strap, which is selling on all heel 
heights. In these dressy styles, black 
calf is first choice with suede second. 
Brown calf and deldi suede in rust, 
beige and green are also quite suc- 
cessful. Women’s casuals are moving 
rapidly, especially in the soft leathers 
on wafer soles. 

The men are buying black for 
dress, dirty buck and glove leathers 
for casual wear. 


New York Sellers See 
Continuous Volume Ahead 


SHOE retailing in New York has 
been good, these past few weeks, 
and merchants feel it will continue 
on that basis. In fact, the majority 
of them look to an acceleration dur- 
ing the month of October — espe- 
cially if the weather is cool and 


clear. Inventories are in good shape 


and retailers, in many instances, 
find themselves hard pressed to meet 
consumer’s demands because of slow 
deliveries. 

Special promotions have helped to 
attract crowds and draw traffic into 
stores. After many months of dol- 
drums, new merchandising ap- 
proaches, new interest, new fashions 
have all added up to excitement that 
sparks sales. From 34th Street to 
57th Street, merchants and buyers 
have advertised their shoes dramati- 
cally and effectively. Window dis- 
plays were more interesting, more 
colorful and seemed to tie in with 
specific themes more closely than 
they have in the past. There was a 
continuity about the promotions. 

To cite a few examples: Saks 34th 
Street drew multitudes of people to 
their store when they demonstrated 
the actual lasting of a shoe. For an 
entire week they had a shoemaker in 
their 34th Street window showing 
the steps necessary to complete this 
eperation. 

For weeks after its opening, the 
Chandler Shoe Store on Fifth Ave- 
nue continued to be crowded with 

[CONTINUED ON PAGE 74] 
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Profile: Nick Parker 
[CONTINUED FROM PAGE 34] 


arteries of fashion . . . fabrics and 
accessories and the other component 
parts. He left N-M in 1955. Bought 
a controlling interest in Henri 
Bendel of New York and two years 
later sold his interest to General 
Shoe Corporation. 

October, 1957, was “count down” 
time for Nick Parker. That was 
when he launched his career into a 
different orbit . . . manufacturing. 
He went into partnership with the 
three Wolf brothers at M. Wolf and 
Sons, manufacturers of women’s 
quality shoes. Michael and Henry 
are active in the business. Edward 
is retired but still serves in an ad- 
visory capacity. 

“Tt all sounds very simple,” says 
Nick, “but it was far from easy. 
However, I do feel that all the prac- 
tical experience and sound knowl- 
edge accumulated along the way can 
be most helpful and useful. From 
the vantage point of knowing, at 
first hand, what the retailer’s prob- 
lems and needs are, we can perhaps 
do a better job for our customers. I 
do feel that if more manufacturers 
would spend some time in retailing, 
they would be more tolerant of each 
other’s problems and it would work 
to their mutual advantage.” 

One of the first instances for a 
practical application of Nick’s ex- 
perience was in the matter of a 
showroom. He felt that in the fash- 
ion shoe business, it wasn’t abso- 
lutely necessary to stay in the 
Thirty-Fourth Street “beat.” He 
knew that buyers needed a place 
where they could consider, deliber- 
ate and make their selections 
quietly, without any distractions, 
and in a fashion atmosphere. He 
therefore chose the uptown, 15 East 
55th Street, address. He called in a 
well-known interior decorator to do 
the job. The result... a gem of a 
setting, or a setting for a gem... 
with the feeling and decor of the 
small but exclusive salons one usu- 
ally finds abroad. 

There is an eye-stopping wall, 
painted a soft shade of mauve—with 
a path of pointed toe, very thin heel 
silhouettes walking up towards the 
ceiling. The draw curtains are silk 

.. in three colors from pale glazed 
ginger to cinnamon to cerise. There 
is a huge, black and white fur rug 
on the floor; and throughout—the 
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tables, chairs, appointments, prints 
and small objets de art are lovely. 

The shoes are nowhere to be seen. 
After the buyers have had a chance 
to relax in this atmosphere of fash- 
ion, then the shoes are brought to 
them. Nick is the first one to recog- 
nize that a buyer has more than the 
problem of selecting pretty shoes. 
He must stimulate his sales people. 
He needs the cooperation of the ad- 
vertising and display departments. 
He must coordinate his promotions 
with the fashion director and he 


must keep the head of the store 
happy. 


HAME 


DISCRIMINATING BUYERS PREFER 


Carson A. Stiles & Co., Ambler, Pa.; 





SHOES LOOK NEW LONGER 


L. H. 


When the buyer can satisfy all 
these people, he is well on the way 
to satisfying the consumer as well. 
In order to accomplish this, he must 
have the right fashion at the right 
time and tell it in a complete story, 
rather than a melange of single 
shoes (or dresses or whatever the 
item may be). And the buyer must 
believe in one thing ... whether it 
be a color, silhouette, fabric or pat- 
tern. 

“With that in mind,” says Nick, 
“our presentation is always a com- 
plete story. We give them ideas... 

[CONTINUED ON FOLLOWING PAGE] 


LEATHER LININGS 


Kid and Lambskins 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


with Hamel Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


HAMEL LEATHER CO. 
Haverhill, Mass. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS .. . Steskel Leather Co., New York, N. Y.; John T. Quinn, Rochester, 

N. Y.; John Leavitt & Co., St. Louis, Mo.; John G. Freeman Co., Milwaukee, Wisc.; 

William G. Blain, Philadelphia, Pa.; 

Nelson, St. Paul, Minn.; George W. Newman Leather Co., Cincinnati, Ohio; Nelson- 
Roney Co., Los Angeles, Cal. 


Norman 





a single theme in a minimum of six 
and as many as twenty-five versions 
variations combinations 
depending upon the 
of their retail operation. 

“As an example: If straps are the 
fashion theme, we show 
as many as twenty-five ver- 
sions. If spectators are the coming 
interest, we let them see as many as 
They get 
one complete story at a time and 
they make their decision. The ad- 
vantage of this kind of approach is 
that once the buyer has made his 


or or 


size and scope 


important 
them 


twenty-seven variations. 


selection, he is all set as far as pres- 
entation to and coordination with 
the various departments — advertis- 
ing, promotion, display and fashion 

-are concerned. All the merchan- 
dising is done for him before the 
shoes get into the store. 

Since the Nick Parker-M. Wolf 
partnership was effected in October, 
1957, the company has doubled its 
business. All the shoes are made ai 
the M. Wolf factory ... where they 
produce about 400 pairs a day 
and they have some twenty topflight 
the United States 


accounts across 
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that completely absorb that produc- 
tion. Nick’s responsibility is to de- 
velop the fashion and styling of the 
shoes. He also coordinates on the 
selling end with Bob Sachar, sales 
manager, who has been with the 
company for eight years. 

Nick continues to make flying 
trips to Europe. He has made three 
within the past year. In fact, it was 
on the first trip that he made for his 
new company, that he arranged for 
a tie-up with Katja of Sweden. Nick 
is sole representative for the Katja 
line of shoes, clothes, millinery and 
handbags in America. He works di- 
rectly with Katja, one of the leading 
people in the design field; and she 
has a wonderful feeling for color 
and textiles. The arrangement has 
been mutually beneficial and success- 
ful. 

At the age of 52, Nick Parker is a 
busy, active, enthusiastic, happy 
man. He plays an occasional bit of 
squash (not strenuously, he hastens 
to amend) and some tennis. He has 
a married daughter; and his son 
graduated from Cornell in June. 
Nick and his wife get an extra divi- 
dend of pleasure from their two 
grandchildren. 


Chandler’s Opens 
on Fifth Avenue 
[CONTINUED FROM PAGE 43] 


ture. An abstract wire and metal de- 
sign on the north wall picks up the 
theme of the lighting fixtures. 

The carpeting throughout’ the 
store, specially designed and woven, 
is in a subtle gray striping with a 
lighter gray showing through. Or- 
ange and white dots give an over-all 
effect of warmth and light. The 
chairs, of an imported Italian design, 
are covered with fabrics in beige, 
blue black, brown black and orange. 
The sheer drapery fabrics through- 
out the store were hand-woven by 
Hella Skowronski of Seattle, Wash- 
ington, a leader in luxury fabrics in 
this country. As a final provision for 
customer comfort and enjoyment 
there is air-conditioning throughout 
the store and provision for controlled 
music. 

Handbag and hosiery departments 
for complete shoe coordination are 
on both floors. On the first floor “‘little 
heel” shoes are sold. 
Higher heel, dressy shoes and also 
“little heels” are sold on the second 

| CONTINUED ON PAGE 69 | 
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Manufacturing News 





Milwaukee 


Back to school business provided a much needed tonic 
for all segments of the shoe industry at Milwaukee. Heavy 
traffic filled stores all over town following Labor Day. 
Shoe departments were jammed. Some buyers claimed it 
was the best post-Labor Day shopping spree they had 
enjoyed in a handful of years. 

Manufacturers here, witnessing the swarm of customers 
in local stores satisfying their need for fall shoes, claim 
that their field reports indicate that a similar need exists 
in many sections of the country. Plant executives are 
hopeful that the fall splurge could presage a definite up- 
ward trend in business conditions. 

Children’s footwear producers experienced an excep- 
tionally strong demand for merchandise this fall. Several 
firms claim their August shipments to dealers hit new, 
record peaks. Size up business has been very good and 
mail orders have shown definite improvement. 

Credit ratings have shown improvement. 
from dealers for pre-dated fall shipments made in June 
are now coming in at a good pace. Remittances from a 
few hard hit sectors of the country, however, remain a 
bit slower than hoped for. 

Black continues to be the top color in boys’ lines as 
well as for the children’s, misses’ and big boys’ footwear. 
Red and blue numbers have proved popular for children’s 
shoes. Considerable interest is being reported in brushed 
leathers. 

Prices are expected to remain firm, although a number 


Payments 


of concerns are itching to tack on small boosts because of 
steadily climbing overhead. Costlier leather findings; 
ploye fringe benefits and the recent boost in postage costs, 
for example, are causing shoe executives to institute closer 
searches for production expense loopholes to plug. 
“These rising expenses are beginning to pinch pretty 
hard,” claims one plant boss. “But it is extremely difficult 
to pass them on to the retailer in times like these.” The 
feeling exists here that general price rises are not destined 


em- 


to pop up in the near future. But, several shoe manufac- 
turers nevertheless say they will be viewing price trends 
closely at the Chicago show in October. 


New York 


SHOE manufacturing in New York “is good but it could 
be better.” There is an undercurrent of urgency, though. 
in trying to meet delivery schedules. In many cases, the 
feeling is that they are working today on orders that 
should have been shipped yesterday. It all from 
the cautious attitude that prevailed “for too long” all the 
way back to the tanners. 
in the middle. Slow deliveries from the tanners and daily 
“S.0.S.” calls from who find 
of wanted merchandise have the manufacturer “in a spot.” 


stems 
The manufacturer seems to be 


retailers themselves short 

However, manufacturers are doing their best to get the 
shoes on order and reorder to the customers as quickly 
as possible. At the same time, they are working on their 
holiday and resort lines. 
season ahead, and especially encouraged by the substan- 
tial orders that were placed during the recent Guild Week. 

With the National Shoe Fair just a month away, manu- 
facturers are in the midst of readying their spring 1959 
lines for display in Chicago. The feeling among high 
grade women’s shoe manufacturers is that spring 1959 will 
definitely show a trend toward a newer-looking silhouette; 


They are optimistic about the 
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opened up, lighter looking shoes, low-cut, showing more 
foot, Closed o1 back, with shank, 
should be big. Straps are expected to continue in impor- 


less shoe. open open 


tance; sided, T-straps, variations in placement ol 
straps. There will be many versions of the spectator. As 
for heels, they are still coming down. Colors will be pretty 


open 


and gay; and combinations of colors will be soft, not 
garish. 

In children’s shoe factories, production is steady and 
orders and reorders are coming in satisfactorily. 

There is a general feeling among New York shoe manu- 
facturers that the outlook for the coming months is bright 
if they are to satisfy their customers’ 
demands. These all add 


up to prospects for continuing production activities in the 


Retailers need shoes, 
Inventories are in good shape. 


factories. 


Chicago 


Aus activity in the Chicago area is geared for the Na- 
tional Shoe Fair the end of this month. The big push is to 
complete samples and line runs for showing at that time. 
However, many advance samples have already been turned 
out and are being shown to salesmen at sales meetings for 
the rest of the month. Some will come to the Fair with 
parts of the lines pre-tested on the road. There is a strong 
feeling that spring lines should be released by mid-October 
rather than later in the month. 

A gradual trend for earlier ordering of spring shoes has 
Most retailers 


want patents by November 15 and in volume by December 


spread throughout the trade in recent years. 


Ist. They want some of the early spring shoes for January 


promotions. Pre-testing at the retail level has become 
important. 

Meanwhile, factories are still plagued with production 
problems in fall goods. A succession of bottlenecks haven't 
cleared very fast. 


have permeated a good share of the retail market. Many 


Shortages and delays in fall deliveries 


retailers, except for the large department stores and 
chains, have had a hard time getting all of their shoes 
The delay has been a result of delays in orders and pro 
crastination in commitment. Right now this is beginning 
to be a concern for slippers, which are running from thre 
to four weeks behind all along the line. 

At this stage, indications point to a good and_ active 
Shoe Fair. 


Jobbing houses have been reaping benefits. 


Right now retailers are hungry for merchan 
dise. Firms 
that have managed to build up a residue in their in-stock 
The fact that 


business to | 


well 
affect 


remains to be seen. But 


departments should do particularly 
full orders have been delayed may 
That 
there is a strong feeling that retailers are 


written for spring shoes. 
ripe flor some 
good innovations in fashion shoes and that good colors may 


be in for a better season than they have seen in some time 


New England 


RE-ORDERS on most types of shoes are keeping New 
England factories busier than they have been for several 
Most 
are men’s” work 
flatties and 
Women’s dress shoe factories are not 


weeks. in demand, as consumer demand steps up, 


shoes and volume price dress shoes 


women’s sport types; and children’s shoes. 


quite as busy, al 
though reports from salesmen now in their territories indi- 
cate that October will see a marked change for the better 
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Manutacturing News 





Shoe manufacturing companies making for chains, mail 
order houses and large department stores already have 
begun to build their spring lines. These will be shown to 
buyers during the next few weeks. 

It is now believed that New England production for 1958 
will be fairly close to that of last year. Speaking before 
the quarterly meeting of the New England Council, Wal- 
lace J. McGrath, president of the New England Shoe and 
Leather Association, said that “the industry appears to be 
heading for higher operation during the last half of 1958 
than in the corresponding period a year ago or in the first 
half of this year.” said, that total 1958 
output will be only about two per cent below last year’s 
record high of 594 million pairs. Of this total, he pre- 
dicted, New England will have made about 34 per cent. 


St. Louis 


Si. LOUIS manufacturers continue to be busy. Produc- 
tion is in full swing. Reflection of the brisk retail situa- 
tion is showing up clearly at the production end. Back- 
to-school buying was listed as fair to good across the 
nation, and retailers who bought in limited amounts as a 
hedge against a possible slow-sales fall are finding that 
they are forced to re-order and fill in all along the line to 
keep their inventory shortages from costing them sales. 

From the general line houses comes word that the mail- 
order business is up, well over anticipated volume. July 
for one firm was the biggest in its history on the number 
Children’s producers are having to hump 
Deliveries are 


Chances are, he 


of pairs sold. 
to keep factory output up to order pace. 
running very close to schedule for most manufacturers. 
with some late shipments reported. 

Special orders from retailers ran into their usual snag 
in September when International halted deliveries during 
its period of inventory taking. Warehouse loading dock 
facilities were overtaxed, as local retailers sent their pri- 
vate trucks and cars for badly needed fill-ins. 

Along with the fall flurry, manufacturers are concen- 
trating on finishing their spring 1959 lines in time for 


display at the Chicago Show. The St. Louis Shoe Manu- 
facturers Association is now taking applications for dis- 
play space from manufacturers and suppliers from outside 
the St. Louis area who want to show at the St. Louis 
event next April 12-15. Details have been worked out so 
that display rooms will be available in three hotels, and 
perhaps the Merchandise Mart Building in addition. 

International is reopening its Olney, II]., plant, which 
shut down in July for an indefinite period. At the same 
time, the firm has closed one of its two factories at Fulton, 
Mo. The pre-welt plant there had been operating at Jess 
than capacity and the decision to close it was made in the 
interests of economy, company spokesmen indicated. About 
260 were employed there. 


Los Angeles 


Most manufacturers are in good production and while 
they are not having difficulty meeting commitments, they 
do have steady work on hand. Many of them feel retailers 
have already “reduced inventory” about as far as they can 
and still be able to fit a reasonable number of people. The 
more optimistic manufacturers feel they will have to start 
to buy soon or go out of business. 

The in-stock houses are following suit by retrenching 
strongly on what they carry in their warehouses. Some 
have done this by reducing range of styles and sizing up 
in depth; others are making only most-wanted sizes in 
their best styles and restricting severely their size runs in 
odd-ball patterns—not that there are many of those around 
any more. 

In short, conservatism is the watchword. It can only be 
hoped that it will not reach a point where retailers con- 
serve themselves right out of business. You have to show 
a second pair of a different style if you want to make a 
second pair sale. 

Sales reps coming back in from fall tours report both 
store buyer and customer reaction to this season’s styles 
to be good. On the whole the ladies seem to like the new 
fashions, bless em, and that’s half the retailing battle. 





Allied Kid Seasonal Displa 
i 


Each season the Allied Kid Company, in their New 
York showroom, has window displays that aim not only 
to show current leathers, colors and finishes, but could 
be of help to a store in planning windows and cases. 
The color range, in a family, is shown by varied leathers 
pasted on to three fans; yellow through green, beige to 
brown with orange, blues and greys, pink to red. 
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Push—Often 
TOPEKA, KAN.—When Hal Bloomquist, owner of Hal’s 


Shoe Store here noted that customers were having trouble 
deciding whether to push or pull on a new door installed 
in the store, he came up with the clever piece of humor. 

Instead of merely installing the usual decalcomania sign 
to read: “Push” on one side and “Pull” on the other, the 
Kansas shoe retailer used an oversize white placard let- 
tered with the word “Push” at the top. Just below this 
word, enclosed in parenthesis, he added the word “often.” 

This humor is not lost on people who pass the store 
daily, according to Bloomquist, who has had more com- 
ments on the sign than on anything else he has ever done 
with the store. “Even people who are shopping for mer- 
chandise other than shoes note the ‘Push Often’ reference,” 
Bloomquist said. “We think it helps, inasmuch as remem- 
bering the sign will encourage people to remember the 
store and its location. 

One 17th century overshoe was called a “clog.” It was 
usually tipped and shod with iron. Some styles were cut 
widthwise at the instep, and then hinged, to make it easier 
to walk. Others were decorated with dainty brass tips and 
fine morocco straps. Still others (especially fashionable in 
Turkey) were as much as ten inches thick. 
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Chandler’s Opens 
on Fifth Avenue 
[CONTINUED FROM PAGE 66] 


floor. On the second floor an imme- 
diate dyeing service is provided. In 
the basement work floor there is a 
special dyeing department with three 
men in charge. “We match any- 
thing,” said Mr. Armand Fontaine, 
over-all manager of the new store. 
This is a free customer service. 

Careful attention to practical de- 
tails appears everywhere in the store. 
For instance, a walkie-talkie tele- 
phone is provided for sales clerks to 
use in reporting to stock room sup- 
pliers, for end-of-the-day refills of 
the shelves located near the selling 
areas. The sales clerk telephones 
styles and sizes needed as he walks 
along in front of the shelves. A spe- 
cial telephone operator in a secluded 
office takes all messages regarding 
customer telephone or mail orders 
and customer complaints. To take 
care of New York’s polyglot popula- 
tion the store has sales clerks speak- 
ing French, Italian and Spanish. 

Successful operation of shoe stores 
is an old story for the Edison Broth- 
ers. On October 18th, 1922, the five 
brothers—Harry, Sam, Mark, Irving 
and Simon—formed a_ partnership 
and opened their first store in At- 
lanta. That first store was a Chand- 
ler’s. Since then 73 additional Chand- 
ler’s have been opened in over 50 
cities throughout the United States 
and these with two other divisions— 
Baker’s (Leed’s) Qualicraft, and 
Burt’s—make up a grand total of 330 
stores located in 174 cities, 38 states, 
the District of Columbia and the 
Territory of Hawaii. Retail prices at 
Baker’s range from $6.99 to $7.99 
and at Burt’s from $4.99 to $5.99. In 
all three divisions casual shoes are 
priced proportionately lower. The 
sale of handbags. hosiery and find- 
ings (bows, buckles and polish) is 
said to account for 20 per cent of the 
total business. 

The merchandise philosophy is “the 
lowest possible price for the highest 
possible quality in high fashion, 
luxury footwear.” The firm manufac- 
tures no shoes or accessories but 
buys all its merchandise from some 
225 American manufacturers whose 
products conform to Edison Brothers 
standards. Over 17 million pairs of 
footwear were sold in 1957. Buying 
and merchandising — shoes, hand- 
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bags and hosiery—is done from the 
St. Louis Home Office, as is the con- 
trol of inventory. The Chandler’s di- 
vision also maintains a styling and 
buying office in New York City. All 
merchandise divisions operate indi- 
vidually and each division has its 
own styling and buying staffs and 
purchase from its own manufactur- 
ing resources. 

Edison Brothers Stores, Inc., was 
one of the first national retail shoe 
firms to recognize the trend to sub- 
urban shopping centers. Today it 


has 76 stores located in key shopping 
centers as well as stores on the main 
downtown streets and in highly de- 
veloped neighborhood business cen- 
ters. “We have strong faith in the 
great downtowns of America,” says 
Mr. Irving Edison, president. 

Company officers are: Harry Edi- 
son, Chairman of the Board and 
Treasurer; Irving Edison, Presi- 
dent; Samuel B. Edison, Executive 
Vice-President; Simon Edison, Ex- 
ecutive Vice-President. Mark A. Edi- 
son died in 1951. 





ists. 


any or Maple finishes. 
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The Teen-Age Market 


| CONTINUED FROM PAGE 41 | 


is constantly demanding new ap- 
proaches. Moreover, young peo- 
ple are vitally interested in any 
item directed especially at or to 
them. 


2. Age, taste, and size preferences 


are among the determining fac- 
tors in the need for departmen- 
talizing Teen fashions. 

Retailers, successful in selling 
to all age groups of boys and 


girls, are those who recognize 
their emotional and _ physical 
needs. As the Teen department 
so adequately bridges the gap 
for those young people whose 
figures and preferences are not 
yet Junior, so the Sub-Teen de- 
partment can perform the same 
service for the youngsters too 
mature for “girls” or ‘‘boys” 
and too young for teens. 


. When he thinks in terms of fur- 


thering his business, the retailer 
must think of catering to the 
teen-ager. These are young peo- 
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What RIPPLE® Sole 
does for your customers: 
Absorbs walking shock 
e@ Helps balance the weight 
e@ Lengthens the stride 
e@ Provides better traction 


Look to a woman to know what she wants. And sales increases (up 
to 500%) indicate beyond doubt that what your customer wants 
is RIPPLE® Sole, the most revolutionary shoe improvement of our 
time. Fashioned on the finest lasts in footwear, TREADEASY styles 
with RIPPLE® Sole assure superb fit, smart styling, the newest 
leathers. 28 styles in-stock for immediate delivery . . . America’s 





widest selection of RIPPLE® Sole shoes for women. 


Write today for our new catalog, 
sent with price list. 


RIPPLE SOLE CORP. 
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SEE THEM IN 
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SHOE FAIR 


Be ter ia. NH. 
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ple who in many cases are earn- 
ing their own money in part- 
time or full-time summer jobs 
and who also may have an ade- 
quate-to-excellent clothes allow- 
ance. 

In 1970 there will be approxi- 
mately 70 per cent more girls 
and boys between the ages of 13 
and 18. The retailer who culti- 
vates this market can look for- 
ward to an unparalleled business 
potential. 

Picking up the theme from “‘Sev- 
enteen,” it is easier to start a 
habit than to stop one. Macy’s 
appeal to the teen-ager to culti- 
vate good buying habits, good 
grooming habits, good dressing 
habits, the habit of collecting the 
hope chest, etc. is an excellent 
example of intelligent strategy. 


>. Another must in the true devel- 


opment of a Teen Market is ad- 
vertising to teens in their own 
language. Shoe manikins should 
be specially designed for display- 
ing teen-age shoes. Copy should 
read clearly and simply. Art 
work should show a likely look- 
ing teen. 


. Teen-agers are as anxious to get 


good quality in shoes as their 
older sisters and brothers and 
are prepared to pay the price. 
Although it may not be wise to 
carry a line of high priced teen 
shoes, it is never-the-less consid- 
ered good merchandising not to 
turn down a good item because 
of higher price. 


. Whenever a new good teen item 


or style makes its appearance it 
should be carried. Displays 
should be constantly new and 
fresh, tying in with advertise- 
ments and window displays. 


9. From our own observations and 


those of people working directly 
in the field, it has become ob- 
vious that the retailer who 
makes a decided attempt to cap- 
ture the Youth Market, must 
have an_ understanding and 
knowledge of youth’s needs and 
desires. It does not matter 
whether his initial approach con- 
centrates on one segment or on 
all age levels. 


. As we have said, the Youth Mar- 


ket is receptive and impression- 
able. The store and brand loyal- 
[CONTINUED ON PAGE 72]| 
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Q. To what extent has the acceptance of foreign fash- 
ions stimulated imports? 

A. It is my opinion that the stress of continental styles 
by our own leading manufacturers and the fact that some 
of them even import these shoes direct has had a stimu- 
lating effect on import trade. I recall that a few years 
ago Life magazine showed movie stars then active in Italy 
having numerous pairs of shoes custom-made while mak- 
ing pictures in Italy. This had a very stimulating effect in 
subsequent years on increasing the demand for Italian 
footwear, and there is good reason to believe that some 
women attempt to order direct in order to get the same 
kind of shoes their favorite movie stars wear. 





TABLE 4 


PRODUCTION OF WOMEN’S SHOES 
BY FACTORY SELLING PRICE 
Factory Selling Price 
(Dollars Per Pair) 


195? 1956 1955 1953 
(Per Cent of Pairs) 

Total Production 100.0 100.0 100.0 100.0 
$0.60 or less (1) (1) (1) 
0.61-1.20 1.1 5.8 6.5 1.5 
1.21-1.80 14.4 11.9 12°23 9.8 
1.81-2.40 20.3 18.8 19.2 18.2 
2.41-3.00 13.4 L7T.2 18.3 yA ae 
3.01-3 .60 8.6 8.9 8.2 ef 
3.61—4.20 os 8.3 7.9 5.4 
$.21-4.80 1.7 +4 5.3 7.4 
1.81-5.40 4.8 5.1 5.4 5.4 
5.41-6.00 1.4 1.3 oD 3.0 
6 .01-7.20 10.7 8.8 8.1 8.6 
7.21-8.40 3-5 3.0 y ip - 3.0 
8 .41-10.20 3.0 2:0 2,1 2:9 
10.21-12.00 1.6 L.O 0.7 LZ 
Over $12.00 1.8 0.5 0.4 0.8 


(1) Combined with higher price line to avoid disclosing the 
operations of individual companies. 





Q. Producers in which geographic areas are most likely 
to be affected by increased imports? 

A. Since the foreign women’s shoes being sold in this 
country are available in a wide range of style and price, 
all branches of the industry are bound to feel some effect 
However, if the volume of this trade recedes to former 
levels (after the rush to get merchandise into the country 
prior to higher duties on September 1), the total impact 
of imports should be less than one per cent. 


Women’s Shoe Imports into the U.S. 
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Q. What are the constructions used in imperted shoes? 

A. Imports from European countries are generally made 
by the normal cement process. This is particularly true 
of the shoes coming from Italy, Switzerland, United King- 
dom, and Germany. Imports from Hong Kong, Japan. 
India are primarily of the rubber soled. canvas-type shoe. 
Those from other sources vary, since they consist primarily 


of slippers or sandals. 





Table 6 


WOMEN’S SHOES 
“ of Imports 


Year Production Imports to Production 
195] 214,075,000 128.000 .0020 
1952 247,199,060 630,000 0025 
1953 237,872,000 506.000 0021 
1954 245,071,000 479,000 .0020 
1955 270,908,000 910,000 0034 
1956 271.525,000 1,179,000 0043 
1957 275,500,000 2,528,000 0092 
First 

6 months 

of 1958 141,032,000 1.788.000 0340 





Q. Will increased imports have any benefit to U. S. Jast 
manufacturers ? 

A. I have heard of no benefits being derived by domestic 
shoe last manufacturers as a result of increased imports of 
shoes. It is my opinion that while the original lasts may 
have been supplied by this country, no larger volume of 
business has resulted. 


Q. Through what channels of distribution do the for- 
eign shoes move? 

A. To a certain extent they move through almost the 
same channels as domestic shoes. Importers distribute 
through wholesalers, chain store groups, department stores. 


and _ retailers. 


Q. Are any shoes produced abroad by U. S. owned sub- 
sidiaries coming in? 


A. Not to my 


knowledge. 


Q. Leather snow boots with rubber soles are popular 
items. Could these be the target for vulcanized boots? 
A. My this 


women’s shoes, and I have not looked into the potential 


information for interview is confined to 


of the types of men’s shoes which you mention. 





IMPORTS 











TABLE 5 


WOMEN’S SHOES 





Average Price Per Pan 














1951 1952 1953 1954 
Canada. $8 88 $3.49 $12.78 $8 56 $4.07 $3::72 $4.05 
Cuba. 6.18 6.23 6.21 5.04 » Ol § .35 BD. 15 
Haiti a ‘ a 2.82 2.12 1.96 3 ¥1 
Hong Kong 88 61 54 50 64 15 i ¥ 
India... 2.28 1.86 ZAle 2.09 1.92 1.39 S| 
Italy... 6.19 2.07 £37 3.99 3.24 3.76 3.95 
Germany 5.00 6.59 § SI 741 7.20 6.76 6.26 
Japan. . 69 10 80 a 50 15 50 
Mexico 3.41 1.00 2.42 1 84 86 94 St 
Netherlands 5.18 7.87 1.32 3.18 a 63 3 
Switzerland 8.34 8.03 8.34 8.71 7.64 (ee Yi 7.81 
United Kingdom 6.31 5.57 5 88 5.72 5.71 3.95 , &4 


Note “a” 


Less than 6,000 pairs. 
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ties young people develop are 
deep. The pressures they exert 
on their families in connection 
with the store and brands they 
prefer, rank with the influence 
of a concerted and highly organ- 
ized lobby. Gilbert Youth Re- 
search has made studies for in- 
dividual industries and as a re- 
sult has a number of analyses of 
youth influence in family brand 
purchasing. 
The Brown Shoe Company whom 
we are working with in the shoe in- 
dustry, is doing some extensive work 


both in their Glamour Deb and Ped- 

win divisions. A survey just com- 

pleted indicates some very signifi- 
cant findings that the shoe retailer 
should consider. 

1. Sixty-three per cent of the teen- 
age boys and 61 per cent of the 
teenage girls purchased their last 
pair of shoes themselves, without 
anyone else attending the pur- 
chase. 

. Of those who had someone along 
with them at the time of the pur- 
chase, 80 per cent of the boys and 
86 per cent of the girls claimed 
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to have all or almost all of the 
“say-so” in the final decision. 
These two points indicate the vast 
amount of independence of the 
teenager in shoe selection where 
the decision is completely his. 


3. It is essential for retailers to cui- 


tivate leader students since 82 
per cent of the boys and 86 per 
cent of the girls claimed that all 
or almost all of the students in 
their school wear a _ particular 
current popular type of shoe. This 
indicates that when a shoe is ac- 
ceptable by the “leader” element, 
it can be expanded in demand al- 
most overnight. 

. The average boy owns 1.7 pairs of 
dress shoes and 2.1 pairs of sport 
shoes. The average girl owns 3.1 
pairs of dress shoes and 4.4 pairs 
of sport shoes. This indicates a 
fairly large market potential for 
retailers in each market. 

5. In 65 per cent of the cases (70 
per cent of the boys and 60 per 
cent of the girls) the sales clerk 
has little or no influence on the 
final decision by the teenager on 
which shoe to buy. This means 
that youngsters are primarily 
presold by what their friends 
wear and through general adver- 
tising. They cannot be switched 
easily. 

The Brown Shoe Company is an 
example of a company that is trying 
to give teen-agers what they want 
in shoes—both in Glamour Debs and 
Pedwins—and to give the stores the 
proper tools and know-how in selling 
this market. Student leaders are be- 
ing used to report on and promote 
style trends in their schools. The use 
of student leaders for this type of 
work is something new and different. 


Red Cross Department Added 

CHICAGO—A complete new de- 
partment devoted exclusively to 
Red Cross shoes has been opened 
by the Carson Pirie Scott & Com- 
pany department store. The new 
department is an extension of and 
addition to the regular first-floor 
budget shoe department. The Red 
Cross department is done in light 
woods and equipped with modern 
seating fixtures and display units. 


Boot and Shoe Recorder 


















-.-- Salesmen on the Road 










After NSF, More to Come 

THE NATIONAL SHOE FAIR 
won’t be the end of shoe shows for 
many shoe travelers. There'll be 
some intensive trips through the ter- 
ritories, and then a number of re- 
gional shows are on the schedule. 

® The Ohio Shoe Travelers’ Club 
will stage the Columbus Shoe Fair, 
November 9, 10 and 11, at the Desh- 
ler-Hilton Hotel, with a dinner-dance 
on Sunday evening. The new year- 
round buyers’ guide will be issued 
at the same time. 

© The Midwest Spring Shoe Buy- 
ing Week sponsored by the Midwest 
Shoe Travelers’ Association, Inc., is 
set for November 22 to 26, at the 
Morrison Hotel, Chicago. 

® Northwest Shoe Travelers, Pa- 
cific Northwest Shoe Travelers, 
Michigan Shoe Travelers, Southeast- 
ern Shoe Travelers and Southwest- 
ern Shoe Travelers will all hold 
shows during the first week in No- 
vember. 

© Scheduled for the second week 
are shows by Iowa, Indiana, Mid- 
Continent and Boston Shoe Travel- 
ers’ Association. Central States, 
Pennsylvania and West Coast will 
hold their shows the third week and 
Mountain States has slated its 
Spring Shoe Show for the end of 
November. 

eee 

A NUMBER of shoe travelers will 
arrive in Chicago a few days ahead 
of the National Shoe Fair to attend 
the 48th annual convention of The 
National Shoe Travelers’ Associa- 
tion. It will be held October 23-24 
at the Hamilton Hotel. A proposed 
benevolent plan for members and 
support of the Keogh Bill in Con- 
gress are on the agenda. 


7th Decade on the Road 


SIXTY-FIVE YEARS on_ the 
road selling shoes is the record of 
Harry P. Williams, of Fort Wayne, 
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by BERNICE S. DECKER 








Ind. He’s shown here holding a 
picture of himself taken when he 
started traveling for Red Wing 
Shoe Company, of Red Wing, Minn., 
over 35 years ago. The car is an 
early Ford, and Harry reports that 
he drove 150,000 miles in it—all to 
sell shoes. Now past 80, he is still 
traveling and selling to a select list 
of customers surrounding his home 
in the Fort Wayne area. 





HARRY P. WILLIAMS 
... Then and Now 


Worthy of Mention... 

Captain Robert O. Corson, of 
Boise, Idaho, sales representative for 
the Peters division of International 
Shoe Company, is the recipient of 
an Air Force commendation medal. 
The award was made for merito- 
rious service as adjutant of the 
340th Bombardment Wing at 
Whiteman Air Force Base, Mo. 

Mr. Corson joined Peters Shoe 
Company last December after serv- 
ing in the Air Force for 12 years. 
He travels in Idaho, eastern Wash- 
ington and eastern Oregon. 

He joined the Air Force in 1941, 
serving until his release in 1945. 
Recalled to active duty in 1951, he 
remained through 1957. He served 
overseas in North Africa from 1952 
to 1954. 


Richard D. Graffis is one of the 
busiest shoe travelers in the coun- 
try. He’s president of the National 
Shoe Travelers’ Association. He 


Send contributions to: 
on the Road Dept., 228 Greenwood Blvd., Evanston, Ml. 





Mrs. Bernice S. Decker, Salesmen 


has also taken over the mammoth 
task of running the West Coast Job 
Training Project. 

As its chairman 
sponsible for activities at Los An- 

high 
consist of 


he will be re- 


geles colleges and schools. 
The program will 
evening classes each week for 30 
weeks. They will be synchronized 
with the regular school programs. 
Prominent shoe manufacturers, re- 
and educa- 


two 


tailers, shoe travelers 
tional authorities are backing the 
program. Its chief aim is improved 
training in retail selling. It is ad- 
ministered by the non-profit 
poration, West 
Foundation. 

Meanwhile, Mr. Graffis also keeps 
busy representing Caprini Turian 
and Porter Shoe lines. 


cor- 


Coast Footwear 


Noted Here and There... 
John Gow, veteran Chicago rep- 
resentative of Daniel Green Com- 
pany, who retired last year, is now 
living in Dolgeville, N. Y. At least, 
that’s where he spends the summers. 
Winter finds him in Pompano 
Beach, Fla. Meanwhile, his 
James M. Gow, has followed in his 
footsteps, upholding the family 
Daniel Green honor in the Chicago 


son, 


area. 

Two House of Crosby-Square 
representatives are recent proud 
grandfathers Fred Ludwig and 
George Kee. 

West Coast Shoe Travelers’ As- 
sociates, Inc., are certainly a 
newsy bunch. We’ve had lots of 


recent gleanings from there. Pearse 
Newell has recently married off his 
daughter. Warren Hicky, represen- 
tative for Simplex Shoe Company, 
has added a swimming pool in his 
back yard. Walter J. Galvin, who 
travels for Slippers, 
traveled to Honolulu in September 
Dave Klinesmith 
vacationer 


Grosvenor 
for pleasure. 
was another recent 
There have also been two recent 
recoveries from illnesses Harry 
Glassman and Leon Levin. 


| CONTINUED ON PAGE 94 
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What’s in a Shoe 
and How to Sell It 
| CONTINUED FROM PAGE 57 | 


conditioner for the foot. A square 
inch of leather contains hundreds 
of pores, the same pores that pro- 
vided vital ventilation on the ani- 
mal’s skin. This means that the 
normal accumulation of foot mois- 
ture can evaporate, keeping the 
shoe comfortably dry. 

Incidentally, some 
arises occasionally on this matter 
of leather’s “breathability.” Those 
who protest claim that in the tan- 
ning process the leather’s pores are 
closed, with oils and greases and 
other tanning materials, thus nulli- 
fying the natural “breathability” of 
leather. Or again, that some of the 
components used in shoemaking 
(bottom filler, cements, etc.) pre- 
vent air getting in or out, even if 
the leather does “breathe.” 

These claims have some merit, 
though nowhere near to the extent 
expressed. These factors do reduce, 
to a degree, the original porosity 
of the skin leather). But a 
substantial degree of porosity re- 


controversy 


(now 


mains, regardless of the tanning 
materials or shoe components, as 
laboratory tests show. 

Third, leather is a natural insula- 
tor. This means that most leathers 
are comfortably cool in summer, 
comportably warm in winter. This 
insulation is the consequence of 
millions of tiny air spaces among 
the fibers, making it difficult for 
heat to pass from one surface to 
another. 

Fourth, leather is supple. Its 
three - dimensional fiber structure 
permits flexing and a certain degree 
of stretching. But it also has a nat- 
ural elasticity or resilience so that 
it returns to its original dimensions 
after each stretching or flexing. In 
shoes, this is obviously important 
from the standpoint of comfort and 
appearance. The foot expands and 
contracts with each weight-bearing 
step. So does the leather. 

Fifth, leather is durable and ser- 
viceable—again an obviously im- 
portant factor in footwear. Tanners 
(and many shoemen) contend that 
a shoe material should give “rea- 
sonably” long wear—but that ex- 
tremely long wear ordinarily must 





“Lovely to look GE os. 


you can say that again «about 
this famous baby shoe line... 


Good looks fashioned of naturally soft, gentle materials 
make Ideal baby shoes the very finest you can buy. Famous 
for original styling, smartest use of quality materials and 
excellent workmanship. Made in four groups to best meet 
the needs of the early stages of foot growth, CRIB, SOFT 
SOLE, INTERMEDIATE AND FLEXIBLE WALKING 
Shoes. Ideals cannot be surpassed in fit and wearability. 
Mothers have preferred them for over 56 years . . . you'll 
find it best to buy IDEALS. 


MRS. pays Ydeal pany SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 
CHICAGO 54, ILLINOIS 
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Style No. 156 

White Wash Kid Laced 
Boot. Perforated vamp. 
Cushion sole. Narrow, 
medium and _ wide 
widths. Sizes 0 to 3. 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 
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DALLAS, TEXAS 


be achieved at the sacrifice of other 
properties essential to foot comfort. 

Sixth, leather is economical. A 
leather shoe can be purchased at 
any price, from the lowest low-end 
to the highest prices. Quality, of 
course, is the difference. But 
“leather” has a tremendous eco- 
nomic or price range. 

Seventh, leather has a distinctive 
character all its own. It is, in a 
“luxury” material at a 
popular price. This “character” 
factor is a saleable feature in 
shoes. Leather, in the public mind, 
denotes quality, and deservedly so. 

Eighth, leather is fashion. It is 
fashion in many ways. It is fashion 
because leather is always in fash- 
ion. It is fashion in terms of color 
and texture and surface finish. And 
fushion, presented effectively, is 
perhaps the strongest sell-value 
feature in shoe business. 

Ninth, leather is comfortable. 
Fit, comfort, foot health—there is 
a powerful element of sell-value in 
these features in footwear. Leather 
has been perennially established in 
the public mind as the “ideal” shoe 
material. But shoemen should never 
take this for granted. 

Tenth, leather has glamor—if ef- 
fectively dramatized in retail sell- 
ing. Leather has the glamor of 
“juxury” and quality. It has the 
glamor of an ancient art, that of 
leather-making, which dates back 
to prehistoric times. 


sense, a 


(Editor’s Note: This is the second 
of several articles on leather and its 
uses in the shoe industry. The third 
will appear in the issue of Novem- 
ber 1.) 


Retail Trade 
| CONTINUED FROM PAGE 64] 


customers who bought shoes—multi- 
ple pairs of shoes. They weren’t 
merely looking at this new shop, the 
first new shoe store on upper Fifth 
Avenue in ten years. 

Bonwit Teller came up with the 
dramatic announcement that they 
were featuring four famous fashion 
teams: Mabel and Charles Julianelli, 
Evelyn and Frank Lipare, Beth and 
Herbert Levine, Doris and Dick 
Palter whose influence in the sphere 
of fashion shoe designing is unques- 
tionable. 
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The City Fights Back: 
Boston Retailers Hold 


Style Show... in Street 


BOSTON—This city has become 
what is believed to be the first 
large city in the country to have 
a style show in the middle of a 
street. About a dozen retail shoe 
outlets hoped to benefit. 

The promotion, complete with 
runway, orchestral music, overhead 
bunting and floral ornamentation 
along the curbs, was an experiment 
designed to determine whether a 
shopping center could be created 
and maintained in the heart of the 
city. The intent was to lure shop- 
pers away from suburban stores. 

Three streets were involved in 
the promotion—West Street, Tem- 
ple Place and Tremont Street. West 
and Temple, each one block long, 
run from Washington Street to 
Tremont. Tremont, in turn, runs 
along one side of Boston Common, 
a park area. The entire area, there- 
fore, was given the name “Off-the- 
Common Shopping Center.” 

In all, six style shows were held 
in mid-September with professional 
models displaying merchandise. 
Three were held on Temple and 
three on West. Temple was closed 
to all traffic on Monday, Wednes- 
day and Friday from 11:30 a.m. to 
2:15 p.m., with models on display 
at 12:30. West Street was closed 
during the same hours on Tuesday. 
Thursday and Saturday. An all-day 
parking ban was enforced on both. 

An added inducement was an of- 
fer by participating stores to honor 
charge cards issued by any other 
participating establishment. 


Kinney, Nobil in New Center 

INDIANAPOLIS, IND.—Two 
shoe stores, operated by the G. R. 
Kinney and Nobil chains, are among 
22 shops in the newly opened Dev- 
ington Shopping Center here. The 
center has facilities for parking 
2000 cars. 

LeRoy Maddux, with 10 years in 
the shoe business, is manager of the 
Kinney store, one of more than 400 
in 43 states. The Nobil store, with 
Walter Rice as manager, is the lat- 
est of the company’s 80 stores in the 
Midwest. 
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$25,000 Buys a Renaissance: 


Denver Fontius Revamps Lighting, Displays 


By VIVIAN C. ANDERSON 


DENVER—Suburban store archi- 
tectural ideas, with emphasis on open 
displays, have been incorporated in 
the $25,000 remodeling program of 
Fontius Shoe Company’s downtown 
store on 16th Street here. At the 
same time, Fontius has become one 
of the first retail stores in the coun- 
try to install a new type of fluores- 
cent lamps for overhead lighting and 
all of its open displays. 

“Pre-selling aids have been the 
idea behind the entire remodeling 
program of our large downtown 
store,” said Harry E. Fontius, Jr., 
manager of all Fontius 
“Richard L. Crowther, our architec! 
since 1950, who designed the walk-in 
windows in our Lakeside Shopping 
Center store, combined two suburban 
store features: He opened the front 
entrance, made larger display win- 
dows and added a display case on the 
exterior. He designed open displays 
for all types of shoes and handbags 
on the interior. 


stores 


“We kept in mind the heavy traffic 
past our on both 16th and 
Glenarm Streets and the fact that 
windows are the best-sellers down- 
town.” 

A dark 


store 


interior has been trans- 


formed into a light one. Walnut pan- 
eling was finished down to teak, and 
white grasspaper and white paint 
were used as a background every 
where. Turquoise in wood trim and 
saffron in overstuffed chairs are the 
only color accents on the first floor, 
carpeted in beige. 

The Colony Room on the 
level, which is entered by a wide cir- 
cular aluminum stairway from the 
right front of the store, carries out 
the same color and lighting effects 

Local General Electric officials said 
the Fontius store is one of the first 
in the United States to use the com 
pany’s power groove lamp, which re- 
portedly reduces costs by six time 
below the usual fluorescent lamp. The 
in the 


lower 


store is also one of the first 
country to use so much candlepower 
on merchandise displays as well as in 
overhead lighting. 

Instead of the former bulky and 
clumsy oval display the 
front of the store, six lighted white 
display have 
giving customers the opportunity to 


table in 


racks been installed, 
see, feel and handle all types of ma 
terials, colors, new silhouettes, heel 
heights and the like. 

“T know one of the 
stores in the country to have open 
[CONTINUED ON PAGE 81 
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Use of white paint and white grasspaper as a background, unusual white lighting 
fixtures and comfortable saffron-toned overstuffed fitting chairs make Fontius’ 
downtown Denver women's fashion department one of most modern in the U. S. 
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Ohio Store’s New Home Once Was 2 Shops 


Wide interior of new Carton's in Coshocton, O., permits use of eye-level shoe 
displays throughout the store. Other features include natural wood wall paneling 
and colorful wallpaper. Behind walls on both sides are narrow stock lanes. 


COSHOCTON, O.—Carton’s, a fa- 
miliar shoe retailing name in this 
Ohio county seat town of 14,000 since 
1909, has moved to roomier, modern 
quarters in a double-front location. 

It’s the third site for Carton’s— 
but the firm has never left the same 
block of Main Street where Thomas 
Carton, Sr., founded the store. Car- 
ton’s outgrew its original quarters 
in 1925. Then it moved from 518 to 
542 Main. Now it’s at 504-10. 

In Coshocton, which lies in an ag- 
ricultural area with some light in- 
dustry, shoe retailing is highly com- 
petitive. Carton’s has grown through 
the years by catering to customers’ 
tastes and keeping abreast of latest 
styles and industry trends. It’s a 
family store offering popular lines 
beginning at $4.95 a pair. 

Thomas Carton, owner - operator 
for many years and of the 
founder, decided on the recent move 
in an effort to gain more sales room 
and larger stock areas. 

Taking over two former store 
sites, Carton’s new location provides 
un extra-wide store. The front has 
been fitted out with three large, sep- 
arate window areas permitting elab- 
orate displays of shoes. With mod- 
ern styling and wide overhang, the 
exterior presents a distinctive ap- 
pearance. A_ sign featuring the 
store’s name and that of one of the 
major lines handled, Florsheim, adds 
to the effect. 


son 
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Interior plans called for depart- 
mentalizing the store’s operations, 
with separate sections devoted to 
women’s, men’s, children’s and ac- 
cessories. 

Two narrow stock lanes were in- 
stalled behind walls on both sides of 
the store. This provides easy access 
to shoe stocks for sales personnel on 
the main floor. On that floor there 
is space to store 19,000 pairs. 

Designers took advantage of the 
wide store area to set up shoe dis- 
plays throughout the main floor. 
Wood paneling, decorative wallpaper 
plus the use of mirrors contribute 
to the colorful, eye-pleasing interior. 

The floor coverings include both 
pastel-tinted carpeting and terrazzo 
patterned blocks. Complementing the 
store’s decor are the latest mode of 
furnishings and lighting fixtures. 

A day prior to the store’s official 
opening, a preview showing was 
held. 

Carton’s has 12 regular employees, 
many of whom have been with the 
company many years. Mrs. Norma 
Bolen, manager, has over nine years’ 
shoe retailing experience, and Harry 
Sprenkel and Al Parr are 20-year 
veterans. 

Policies at Carton’s promotion- 
wise call for frequent changes of 
store windows, always in good taste 
and artfully set up, and extensive 
newspaper advertising. Industry in- 
novations are emphasized. 


THIS MONTH 


Advance Spring Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler-Hilton and Shera- 
ton Plaza, Boston ..........October 5-9 

Annual Shoe and Leather Fair, Shoe 
and Leather Council of Canada, 
Sheraton-Mount Royal, Montreal 

October 

Spring Opening, Guild of Better Shoe 
Manufacturers, members’ factory 
showrooms, New York Week of October 20 

Annual Convention, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago : ........-October 22-24 

Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
eS ee October 23-24 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

October 26-30 


12-16 


NOVEMBER 
Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Ee eae . .November 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle .... .November 1-4 
Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Detret ......... November 2-4 
Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga.. November 2-5 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 
November 2-5 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, la..... .. .November 
Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. .November 9-10 
Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind.... November 
Spring Shoe Show, Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Cre November 
Spring Shoe Show, Boston Shoe Travel- 
ers' Association, Parker House, Boston 
November 
Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. . .November 15-18 
Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh . November 16-19 
Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
geles November 16-19 
Spring Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago November 22-25 
Spring Shoe Show, Mountain States 
Shoe Travelers' Association, Albany 
Hotel, Denver, Colo. November 23-25 
Spring Shoe Show, Middle Atlantic 
Shoe Travelers’ Association, Benjamin 
Franklin Hotel, Phila. ....November 23-25 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New Yorker and 
Sheraton-McAlpin Hotels and New 
York Trade Show Building 
November 30-December 4 


1-4 


8-10 


9-11 
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Fill-In Orders Mark 
Detroit Caravan Show 


DETROIT—Orders were prima- 
rily for fill-ins as the Michigan 
Shoe Travelers held their Caravan 
Show at the Tuller Hotel here last 
month. Twenty-two. exhibitors 
showed fall and winter lines. 

This is the smallest of the De- 
troit shows, and it was the third 
showing of fall lines this season in 
Detroit. Although attendance was 
considered good, cautious buyers 
were ordering only immediate 
needs. All were awaiting the out- 
come of negotiations between the 
United Auto Workers and the auto 
manufacturers. 

In the women’s dress shoe lines, 
closed pumps were in first place in 
sales—with T-strap patterns run- 
ning a close second. The T-strap 
carried through to the flattie and 
casual lines with much success. 

Styles on the needle last ac- 
counted for approximately 90 per 
cent of sales in the $10.95 to $16.95 
retail bracket, and for 55 per cent 
in the $7.95 to $9.95 bracket. 

Several exhibitors of women’s 
high-fashion lines displayed new 
patterns for mid-winter and _ holi- 
day wear. Most outstanding of 
these were the clear viny] dress-up 
shoes—and sales were excellent in 
this category. 

New dressy patterns in deldi 
suede and in alligator calf were 
also favorably received. 

Gumdrops, saddles and classic 
loafers continued to be good sellers 
in the girls’ and misses’ lines. The 
gumdrops sold best with brass eye- 
lets and on “wafer” Black 
was the volume color, possibly be- 
cause girls are buying these gum- 
drops for wear with the popular 
new tights in black and _ bright 
colors. 

Substantial orders being 
placed for soft little flattie patterns 
in misses’ and women’s sizes, ac- 
counting for about one-third of all 
sales of women’s shoes. 


soles. 


were 


Black was the leading color in 
sales of men’s and boys’ dress 
shoes. A black suede chukka for 
men was readily purchased. And 
chukkas continued strong in the 
boys’ size ranges. 
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Green, Geranium Pink Win Promotion Nod 


Attending New York session which unanimously endorsed greens and geranium 
pinks were NSRA officers and chairmen of its Women's Shoe Style Committee. 
Seated, from left: Marcus Rice, presiding chairman, and Lloyd W. Nordstrom, of 
Seattle Nordstrom's. Standing, from left: Alfred Wexner, chairman, silhouette and 


pattern, fashion shoes; 


Edward J. McDonald, NSRA executive vice-president; 


Thelma C. Hennessey, NSRA secretary and publications director; Ralph H. Stoll- 

mack, general trends chairman; Jerome Potashnick, women's wedge casual and 

sport shoes, and Sid Berk, low heel fashion shoes. Not shown: Paul E. Johansen, 
chairman of color and material, fashion shoes. 


NEW YORK—Green and _ gera- 
nium pink have won the endorse- 
ment of the National Shoe Retail- 
ers’ Association’s Women’s Shoe 
Style Committee as the industry’s 
outstanding promotional color fam- 
ilies for spring and summer 759. 
The 48-member committee, com- 





Tradehome Opens at Center 


ST. PAUL, MINN. — Tradehome 
Shoe Stores, Inc., which operates a 
group of family shoe an- 
nounced opening of another unit in 
the Roseville Shopping Center, in a 
highly populated suburb just north 
of this city. The store, with approxi- 
mately 3500 square feet, will feature 
modern display fixtures for self- 
selection, according to Al Mains, 
company president. 


stores, 


Thom MeAn Adds N. J. Unit 

NEW YORK—Thom McAn 
nounced opening of a drive-in fam- 
ily shoe style along New 
Jersey Route 35 in Neptune Town- 


an- 
center 


ship, in the north Jersey seashore 
resort Joseph Yacka_ will 
manage the store, which has park- 
ing space for 54 cars. 


area. 


posed of representative retailers and 
manufacturers, leaned to the green 
for the pre-Easter selling 
and the pinks for 
Easter. Their announcement 
“the leaders feel that there is 
sound fashion backing for empha- 
shoes.” 


family 
period post 


said 


sis of these two colors in 

Although the group did not spec 
ify one shade of green for all types 
of footwear, an NSRA spokesman 
said “there an undercurrent 
of feeling that the yellow touched 


exert the strongest, 


was 


would 
influence.” 


greens 
overall 

The 
named the second promotion colo: 
“because it has the happy faculty 
of being able to mate with varied 


geranium pink family was 


colors in apparel because it | 
new, fresh and medium bright.” 

At their New York 
last committee 


also 


conference 
month, members 


predicted: a steady position 
black 
navy and red; increased importanc« 
the 
vival of 
the 


crease in 


for patent; a downtrend fot 


whitened beige, bone; re 
the 
family, 
demand 
Perfect. 


for 
Balenciago tones in 
with a slight in 


for 


tan 
real browns 


such as 





‘Leather Sole’ Promotion Swells Back-to-School Sales 


NEW YORK 
stressing 
additional 


A promotional cam- 
leather has 
children’s 


paign soles 
shoe 
sules New 
York’s The 
local promotion is an outgrowth of 


yained 


for Coward’s, one of 


pioneer shoe retailers. 
a national effort on behalf of leather- 
soled shoes. 

During the back-to-school selling 
season, the New York store has been 
emphasizing the fact that virtually 
all of children’s shoe line has 
these The plan has “worked 
out very successfully,” according to 


its 


soles. 


Irving Brown, president. 
featured leather 
soles in its windows through special 


Coward’s has 
display cards and in its retail ad- 
vertising. In addition the firm is 
using a box stuffer headed ‘‘Leather 
Soles—The Mark of Quality Shoes.” 

The stuffers and the display ma- 
terial the Soie 
Tanners’ 


provided by 
the 
Council, which is cooperating with 


are 
Leather Bureau of 
retailers and manufacturers in a na- 

the theme 
have leather 
Many leading children’s and 
manufacturers 


tionwide campaign on 


that ‘‘quality’” shoes 


soles. 
and a 


men’s shoe 


¥ 


Window display cards promote leather 
soles at Coward's, New York retailer 
joining in national promotion. 


large mail order chain are partici- 
pating in the Sole Leather Bureau 
promotion. More than 50 such man- 
using individually 
prepared enclosures” stressing 
leather soles as a “mark of quality.” 

Aim of the campaign is to give 
participating manufacturers and re- 
tailers a means of “trading” their 


ufacturers are 


lines through “quality” promotions. 

In addition to the box enclosures 
and window cards, the Sole Leather 
Bureau is providing retail 
with counter cards, window stream- 
ers and sales training material. 

Several manufacturers and large 
retail chains are reported supple- 
menting the promotional materials 
with additional merchandising dis- 
plays of their own. 


stores 


Among the participating manufac- 
turers are: Eby Shoe Company, Sam 
Smith Shoe Company, Curtis-Stevens- 
Embry, Virginia Shoe Company, Ger- 
berich-Payne Shoe Company, Walkin 
Shoe Company, Gerwin Shoe Company, 
W. L. Douglas Shoe Company, Gilbert 
Shoe Company. 

Also, Fortune Shoe Company, Green 
Shoe Company, H. C. Godman Shoe 
Company, Herbst Shoe Company, Jar- 
man Shoe Company, Pied Piper Shoe 
Company, A. S. Beck Shoe Company, 
Simplex Shoe Company and Coward 
Shoe Company. 

Members of the Sole Leather Bu- 
reau are the following tanners: Ar- 
mour Leather Company, Eberle Tan- 
ning Company, Howes Leather Com- 
pany, Inc., A. C. Lawrence Leather 
Company, Leas & McVitty, Manasse- 
Block Tanning Company, Proctor-Elli- 
son Company, Rapco Leather Company 
and Virginia Oak Tannery. 
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Here is the fabulous C-5 Cookie Combination, the most widely 
used foot appliance in the shoe trade today... because ONLY 
MODERN’S C-5 is designed and assembled by the most modern 
scientific methods known. 
MODERN’S C5—Positions AUTOMATICALLY for correct longi- 
tudinal support ...eliminates all guesswork. 
—Builds customer confidence. 
—Offers opportunity for EASY EXTRA PROFIT. 
—Reasonably priced...made possible because 
of our fantastic volume production. 
Sizes for Men, Women, Children 
SEE YOUR LOCAL JOBBER or write for FREE SAMPLE and Catalog 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N.Y. * CA 6-4723 
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THE ONLY INNOVATION 
IN FOOTWEAR DESIGN 


SINCE OREOPITHECUS 4 
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ROOM 955 
PALMER 
HOUSE 


HYER : OF TOP QUA 


CHICAGO retail 
shoe operation in this city has wit- 
nessed three major additions recent- 
ly. Although the self-service idea 
Was somewhat slower getting under 
way in Chicago than in other parts 
of the country, now it appears to be 
taking hold at a fairly rapid rate. 
Self-Service Shoe Stores 
its sixth outlet in the 
area at Higgins & Nagle in the north- 
west portion of the city. Star Self- 
Service Shoe Centers have been 
opened on the south side at 4264 
Archer Ave. and on the north side 
at 5249 N. Central. 

Both firms carry shoes for the en- 
tire family. Since the openings coin- 
cided with the back-to-school selling 
period, children’s shoes were pro- 
moted heavily. Each store had an 
cpening offer of two pairs of shoes 
for $5. The Crown stores offered 
all children’s shoes and all women’s 
Star stores offered 
children’s and women’s. 


— Self-service 


Crown 
has opened 


loafers and flats. 
Both stores 
permitted customers to pick any two 
styles or any two sizes and to com- 
bine both women’s and children’s. 
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QP OVERHEAD 
CAN FOOL YOU 


CANCELLATION SHOE*STORE OWNERS: 


y. 


The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


1215 Washington Ave., St. Louis 3, Mo. 


—_ 


CE. 1-4898 


SAMPLE ROOMS: 
mn "WHILE IN TOWN SEE WEIL" 


CE. 1-3762 


138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
Quality Shoes Since ‘32 
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Self-Service Catching On in Chicago, Openings Indicate 


In addition to self-service opera- 
tions devoted exclusively to shoes, 
shoes are also featured in a number 
of discount-type department 
here. These include 11 Commun- 
ity Discount stores, which featured 
children’s school shoes, girls’ tennis 


stores 


and boys’ gym shoes as part of full- 
page “back-to-school” promotions. 

The seven Great Chicago Surplus 
Stores also include in their 
operation. One of the largest of the 
discount department stores is Shop- 
pers World, which devotes consider- 
able floor space to shoes. 

In nearly all well-known 
brands included among off- 
branded and private-brand shoes. 


shoes 


cases, 


are 


Stores are simple in construction. 
Several are converted former super- 
markets. Most have rough shelving 
with shoes in cartons arranged by 
style and size. Customers do their 
own fitting, then take the shoes in 
the carton to a cashier’s desk at the 
exit. 

First stores of this sort appeared 
in lower-income and industrial-type 


neighborhoods. But more recent 


openings have been in moderate- 


income neighborhoods. 


Another Brown—Not St. Louis 
Firm—Sells in Discount Store 

OFFICIALS of Brown Shoe Com- 
pany, St. Louis, were understandably 
concerned about a news item in the 
September 1 RECORDER, which said: 

“PROVIDENCE, R. I. Brown 
Shoe Company has opened a shoe de- 
partment in the new three-floor Mac- 
Donald’s Discount City department 
store here... 

Brown |the St. Louis 
hastily pointed out, “We have not 
sold any shoes to this store.” Their 


” 


Brown 


company does not distribute any of 
its shoes through discount stores. 
Actually the RECORDER story re- 
ferred, not to Brown of St. 
but another Brown Shoe 
pany, a local firm. The smaller com- 
pany is owned by Sherman Baker 
Their com- 
2000-square- 
the 


Louis, 


to Com- 


and Clarence Jacobson. 
operating a 
in 


1S 


department 


pany 
foot 
store. 

Neither the department the 
store has any connection with Brown 
Shoe Company, St. Louis. 


discount 


nor 





I. Miller Salon Pairs 


City, Country Styles 


NEW YORK—A new TF. Miller 
Salon which opened last month at 
Eastchester in suburban Westchester 
County has adopted “County-Style” 
as its theme. 

The term stands for a combination 
of city and country styles designed 
for suburban customers who are in 
and out of town and in and out of 
doors every month of the year. 

Newsworthy styles that the store 
will carry this fall include soft shoes 
in leathers, fabrics and reptiles, and 
styles on Perugia’s “French Look” 
last with oval toe and flattened top, 
first last of 
two years ago. 

Other important styles in the new 
store are pointed toes, stacked leather 
heels in many heights and shapes- 
so good for driving a car—and fabric 
shoes in brocade and satin for even- 
ing, silk for after-five wear and vel- 
veteen or new printed wools for day- 


shown in his Forecast 


time. 
Three new colors are featured for 
fall: Paydirt, a Miller exclusive and 
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22nd INTERNATIONAL FOOTWEAR SHOW 
VIGEVANO, ITALY, OCTOBER 18th-26th, 1958 


INDUSTRIALISTS AND MERCHANTS OF THE SHOE INDUSTRY 
visit the Greatest Footwear Show in Vigevano, 
in the City called "Capital of the Shoe" 
ONLY THIRTY MINUTES FROM MILAN 
ITALIAN RAILROAD FARE REDUCTIONS 


Applications for attending and information at the 
Secretary's Office of the 


“SALONE MERCATO INTERNAZIONALE DELLE CALZATURE” 


(International Footwear Show) 
Palazzo delle Esposizioni, Vigevano 
Telephones: 2894, 2895 


$ 


: Zi 


Shoes of all types 

Latest fashion models 

Tanned hides and skins 
Machinerv—Chemicals 
Accessories and allied products 











an earth-with-green-gold tone—this 
season’s green shoe; Coppermine, a 
rust shade, and Brown Bark, a 
blackened brown. 

Styles for country life include 
boots—a Millies Depot boot in green 
suede with red kidskin collar and 
lacings, ankle high, with crepe sole 
and flannel lining; T, instep and 
cross - straps; molded composition 
soles curving up and giving protec- 
tion on wet days, and ties, real or 
simulated. 

For city life, there is the elegant 
pump, plain or with simple dress- 
maker detailing. The ‘“Weskit” pump 
illustrates the type. Fabric shoes in 
unusual colors and fabrics are news- 
worthy—such a shoe as Millerkins’ 
pump in fuchsia velveteen combined 
with luster calf, on a stacked leather 
heel. 

In there interesting 
styles—the wide instep strap, for 
example, closing without either 
buckle or button, held together by a 
new material. A “City Slipper” on a 
12/8 heel has been designed espe- 
cially for city shoppers. 

Noteworthy in the late day and 
evening shoes are the fine fabrics. 


straps are 


The “Petal” pump combines three 
textures of black silk forming petal- 
like scallops on the toe and at the 
throatline. The ‘Locket’ pump in 
emerald green satin has a gold collar 
and a gold printed locket on the toe. 
There are white silk shoes for dye- 
ing. Newest idea is a pale or white 
silk shoe to wear with a gown in 
color. 

In the accessory corner of the new 
salon, handbags, gloves, stockings 
and umbrellas are color-blended to 
match the shoes. 

Prices will range from $24.95 to 
$45 in shoes by I. Miller and Evins; 
from $12.95 to $23.95 in the shoe- 
string Collection by Millerkins, In- 
genues and Millies. 

The new salon is in the Vernon 
Hills Shopping Center, adjacent to 
the Lord and Taylor department 
store building. 


Jack Intrater, sales manager for 
Rockingham Shoe Company, has 
been appointed a member of the 
children’s style committee for the 
Popular Price Shoe Show of Amer- 
ica. He makes his headquarters in 
St. Louis. 
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Denver’s Fontius Shoe Co. 
Revamps Lighting, Displays 
[CONTINUED FROM PAGE 75] 


displays of handbags,’’ Mr. Fontius 
noted. “No cases in the store. Cus- 
tomers can feel the bags, pick them 
up. With these open displays, we can 
tell different style and color and ma- 
terial stories keeping them 
changed, of course. For instance, one 
display tells a dressy shoe story in 
little heels—14/8’s and 15/8’s.” 

With the fall promotion heralding 
the completion of the remodeling 
program, Fontius has been telling 
the “green” story, emphasizing its 
window and interior displays with 
full-page newspaper color ads. 

Four of the white steel mesh 
three-shelved open display racks 
were topped by round metal displays 
showing all types of bows and 
buckles. The open bag displays have 
eight open shelves. Every kind of 
item in the store is there for the 
customer to pick up. 

Hosiery is out where a customer 
can’t miss it, at the left front en- 
trance adjoining bags. Again, ho- 


siery “stories” are told. 


The men’s shoe department, with 
its own entrance, and the children’s 
department in the Colony Room are 
repetitions of the main floor women’s 
shoe department in lighting, open 
displays and appointments. Execu- 
tive, buying, business and credit 
offices are conveniently located on a 
balcony. 


New Store Doubles Space 
For Family-Owned Ohio Firm 

WARREN, O.—Neal’s Shoe Store 
has almost doubled its space by mov- 
ing to a new site just five doors from 
its previous location. The new quar- 
ters are 1500 square feet larger. A 
special fitting section has been in- 
stalled for children and infants. 

Family-owned, Neal’s has operated 
in Warren for nearly a decade. John 
Maloy, president, has spent 31 years 
in the shoe business. His son, John, 
Jr., is manager and another 
Tom, is head stock man as well as 
salesman. Tom is. still in high 
school. Mrs. Sally Maloy, wife of 
John, Jr., painted a mural of the 
Pied Piper above the special fitting 
booth for children. 


son, 


e What's New 


Long-Wearing Safety Soling 
Introduced by Gro-Cord Co. 


LIMA, O.—A_ new. stitchable 
safety-shoe soling material has been 
proved resistant to heat, oil, acids 
and caustics, according to its manu 
facturer, the Gro-Cord Rubber Com- 
pany, here. 

In tests, the soling, called Para 
Vinl, outwore the uppers on the high- 
est-quality work shoes available, the 
company reported. The material also 
was found to have “positive slip re- 
sistance and excellent low-tempera- 
ture flex,”’ company officials said. 

Para-Vinl is made from Paracril 
O.Z.0., a product of the Naugatuck 
(Conn.) division of United States 
Rubber Company. Although it is 
marketed particularly for work and 
safety shoes, the manufacturer says 
Para-Vinl is also “ideal” for men’s 
women’s casuals 
It is made in black, 
brown and oak colors. 

The product will be on display 
at the National Shoe Fair in Chicago 


dress shoes, and 


children’s shoes. 


later this month. 
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WEST COAST SHOE TRAVELERS ASSOCIATES 


Be Wise~Buy Now 


SPRING FOOTWEAR MARKET WEEK 
IN LOS ANGELES, NOV. 16, 17, 18, 19, 1958 
ALEXANDRIA and BILTMORE HOTELS 


For Reservations 


DAVE KLINESMITH 
Executive Secretary-Treasurer 


ALEXANDRIA HOTEL 
210 W. 5th St. © LOS ANGELES 13, CALIF. © MA 9-2627 


New Home of the West Coast Travelers Associates 








One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes - first quality 
from outstanding makers 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 


- | IBARIES” 


‘© THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 READE STREET - 
Cable Address 


NEW YORK 7, WN Y 


ALBARISHOE + Phone WOrth 2-5180 
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‘Lassie’ TV Series Sparks 
New Canvas Footwear Line 
BEACON FALLS, CONN.—Shoe 
business and have 
joined forces again with the manu- 
facture of high-cut canvas 
shoes designed for the young star of 
the The 
shoes are being made here by Beacon 
Falls Rubber Footwear, a division 


show business 


special 


“Lassie” television series. 


Copies of this photo, showing TV's 

Timmy and Lassie, with autograph and 

paw print, will be available through 

Beacon Falls Rubber Footwear dealers, 
the company announces. 


HY ERR BRAND OF TOP QUALITY SINCE 


of United States Rubber Company. 

Named “Timmy Grips” after the 
TV program’s Timmy, played by Jon 
Provost, the shoes feature wash-and- 
wear qualities. up- 
pers are dye-fast, the manufacturer 
says. In addition, the herringbone 
outsole is designed for “rough and 
ready” wear. 


Sturdy canvas 


The shoes are being marketed in 

boys’ sizes 2-6 and youths’ sizes 11-2 
at $4.75 and in little gents’ sizes 
6-101% at $4.95. 
Provost “Timmy 
Grips” on all TV shows and on per- 
sonal appearance tours, the company 
has reported. An ankle patch on the 
shoe shows Timmy with Lassie. 


Young wears 


Ohio Rubber Co. Markets 
Molded Top-Lift Material 
WILLOUGHBY, O.—A new line 
of top-lift material which is said to 
combine the material advantages of 
polyurethane and the molded 
vantages of nylon has’ been 
the Ohio 


ad- 
an- 
nounced by Rubber Com- 
here. 

“Tests have indicated that Orthane 
molded polyurethane has at least six 
to eight times the wear resistance 


pany 


of plastic materials,” the company 
said. “It will not spread or mush- 
room, chip or crack. Orthane is re- 
silient, cushions impact and will not 
mark or scratch floors.” 

Orthane lifts will be available to 
manufacturers of high-fashion nar- 
row heels, bonded to a reinforcing 
insert of hardened high 
steel. Orthane lifts will be available 
in both black and brown in the four 
most popular sizes, and the two most 
popular sizes with inserts. 


carbon 





13/8 Heel Joins Teen Line 


This new 13/8 heel makes its debut in 
the Beau Teens line for spring and sum- 
mer of 1959, announced Jack Intrater, 
sales manager for Rockingham Shoe 
Company, Newmarket, N. H. The Prin- 
cess pattern, shown here, features a 
pointed toe, light flower print lining, 
and oak bend leather sole. 








SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices. Littleway stitched 
Men's: Black or Smoke 
Sizes 6-12, $4.00 


Women's: 
Red or Smoke 
Sizes 4-9, $3.60 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 





storeroom. 


shelving. 


1875 





THE BIGGEST BARGAIN 
IN THE WORLD'S TALLEST BUILDING 
Office—75th Floor Empire State Building 
Breathtaking view of Manhattan—North, South and West 


e Cross Ventilation—air conditioning unnecessary. 

e Three year sublease 2250 sq. ft. at below cost. 
Tastefully decorated modern foyer with three private 
offices and four large offices or showrooms. Also 


Generous built-in cabinets, closets, rack space and 
Hung ceiling direct and indirect fluorescent lighting. 


No re-decorating needed. 
Showroom and office furniture optional. 


WRITE—WIRE —PHONE—': A. Korchnoy, Ltd.— 10 East 49th St. 


New York City, New York. Plaza 3-6585 
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Here's three-way relief for 
those tired walking feet. Pro- 
vides metatarsal, cuboid and 
longitudinal support. It's a 
natural profit-maker. Just sug- 
gest... It Sells! 


(Stock No. 301) 


Ladies’ 4-10. Men's 6-12 
Wide and Narrow 

Your Cost only $2.75 Per Pair 
(Less by the Gross) 

Sells Readily at $5.50 Per Pair 


ORDER TODAY! PROMPT DELIVERY! 


SCOTT 


oleym Nada) \, [o -meiee 
1701 WEBSTER ST.-OMAHA, NEBR. 


e 




















Write for a FREE 
Full-Line Scott Catalog! 
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International Aims Feminine Line at ‘In-Between’ Season 


ST. LOUIS—A new feminine foot- 
wear line known Festive 
has been introduced by International 
Shoe Company to attract Milady-of- 
all-ages during that off-season when 
it’s too late to buy fall shoes and too 
early to think of spring. 

Styled with the Christmas holiday 
in mind, the new group of transi- 
tional footwear for women, teen- 
agers and little girls will give retail- 
ers the opportunity to sell customers 
an extra pair in December. Because 
Festive shoes are styled to carry over 
to spring, they should enable retail- 
ers to achieve a long selling period, 
company spokesmen claim. 

The women’s line will retail from 
$8.95 to $11.95, branded Grace Walk- 
er, Trim Tred or Velvet Step. Heel 
heights range from 16/8 to 24/8. 
Patent, glace calf and fabric floral 
prints are prominent in the women’s 
13 patterns and 31 stock numbers. 
Coordinated handbags are available 
for the print shoes. 

The teenage Festive line, made up 
ot six patterns, includes three 8/8 
little heels of shaped cuban, stacked 


as shoes 
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and Baby Louis design. Made over 
Pin Point and the pointed toe Fine 
Line last, teenage Festives are de- 
signed to retail for $6.95. Colors in- 
clude black kid, black and 
scarlet kid. Three patterns of teen- 
age flats, some with matching hand- 
bags, are also featured in this por- 
tion of the new Festive line, branded 
Happy Hiker, Yannigans and Scam- 
peroo. 

Three dress cement patterns 
tapered toe lasts and two patterns on 
squared toe lasts are included in the 
juvenile Festives. A sixth pattern 
is of black nylon velvet with black 
leather saddle, black crepe sole and 
heel. Sub-teen sizes in patent leather 


suede 


on 





"Slim Sheath" teenager party shoe by 

Happy Hiker, Yannigans and Scamperoo 

features T-strap pattern on popular 

baby doll heel. From new Festive line, 

the shoe comes in black suede, black or 
red kid. 


AMERICAS 


COMFORT SHOES 


Careet Y Frdon 


Steady sellers, positive repeaters. And an 
ever-widening market as new youthful styles 
and patterns appeal to young marrieds and 
young mothers 

Liberal mark-up—never a markdown! 


10/8 Wood Kantscuff Heel 







attractive 


ORTHO LAST 
3926—The CIVIC Tie 


All over black suede 
Leather braid trim 
Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 


AAAA 7 toll 
AAA 61/2 to II 
AA 6 toll 

A 5!/2 to Il 

B 4'/, to Il 

C4 toll 
D4 told 

E4 told 

EE 4, to 9 


MILLER SHOE COMPANY, inc. 


“Our 37th Year” 
CINCINNATI 23, OHIO 


Founded by Albert E. Klinkicht 


Smaller size runs carry 


are pumps. 
swivel straps. Heels are 
and sledge-wedge design. 


of cuban 


¢ ris of 
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Winter flower garden print brightens In- 

ternational Shoe's new Festive transi- 

tional line. Fabric is black, with blue 

and green, or red and amethyst flowers. 

Matching handbag is in slim trapeze 

style. By Grace Walker, Trim Tred or 
Velvet Step. 
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© Obituaries 
Perley Flint, Retired 
Manufacturer, Dies 


BROCKTON, MASS.—Perley G. 


Flint, prominent shoe manufacturer, 
died at his home here September 6 
at the age of 86. Until his retire- 
ment in January of last year he had 
served since 1934 as president of 
the Field and Flint Company, maker 
of men’s shoes. 

In recent years, the company had 
specialized in the manufacture of 
special orthopedic high-grade 
golf shoes. 

In addition to his shoe business, 
Mr. Flint was a former president 
of the Brockton Agricultural So- 
ciety, which sponsored the annual 
Srockton Fair. 

Following his graduation from 
Harvard in the class of 1885, Mr. 
Flint became associated with the 
old firm of Packard and Feld. The 
name was changed to Field and Flint 
in 1921. 

He was a member of the Brock- 
ton Chamber of Commerce, the Com- 
mercial Club of Brockton and the 
Associated Shoe Industries. He was 
also a director of the National Bank 
of Plymouth County and a trustee of 
the People’s Savings Bank of Brock- 
ton. He was an ardent golfer. 

Surviving are his widow, Mrs. 
Elsie L. Flint; a niece, Mrs. Edith 
Fay Wood of Brookline, Mass., and 
a nephew, Arthur Fay of Wellesley, 
Mass. 


and 


Paul W. Crawford 

LIMA, O.—Paul W. Crawford, 79, 
founder of the Crawford Shoe Stores 
in Lima and Dayton, O., died Sep- 


tember 5. Mr. Crawford established 
the shoe store here in 1909 and the 
Dayton unit in 1932. He was a 
former president of the Ohio Valley 
Shoe Retail Dealers. 

Surviving are his two 
sons and a daughter. The sons, J. 
Kenneth and William R., are active 
in the management of the stores. 


widow, 


Joseph Goldsmith, Charter 
Member of N. Y. Shoe Supts. 

NEW YORK—Joseph Goldsmith, 
76, last surviving charter member 
of the Shoe Superintendents’ and 
Foremen’s Association of Greater 
New York, died September 11 at his 
home here after a brief illness. 

Mr. Goldsmith had been trea- 
surer of the association since he 
helped found it in 1913. In 1949 
he also became president of the 
North American Superintendents’, 
Foremen’s and Allied Trades Asso- 
ciation, an organization of Ameri- 
and Canadians engaged in 
shoe manufacturing. Mr. Gold- 
smith had been with such concerns 
as the William Henne Shoe Com- 
pany, Dr. Posner Shoes and Meyer 
3rothers. 

He leaves a daughter, Miss Bea- 
trice Goldsmith. 


Edward A, Leusch 


COLUMBUS, O.—Edward A. 
Leusch, 50, an Endicott Johnson 
Corporation sales representative, 
died at his home recently of a heart 
attack. He was employed in the com- 
pany’s sales division for 21 years. He 
is survived by his widow, Dorothy 
L.; a son, Charles; a daughter, Mrs. 
Marianne Gigante; two grandchil- 
dren; his mother, Mrs. Mayme 
Leusch, and two brothers, Clarence 
and Francis. 


cans 


Albert C. Vogel, 67, Partner 
In Milwaukee Tanning Firm 

MILWAUKEE—Albert C. Vogel, 
67, a partner, vice-president and 
general manager of the Gebhardt- 
Vogel Tanning Company here, died 
of cancer September 7. 

Just 11 days earlier, Mr. Vogel 
had been honored by the Tanners’ 
Production Club of Wisconsin for his 
more than half-century of service to 
the tanning industry. He was a 
charter member of the club. 

Mr. Vogel started as a tannery 
mail clerk in 1906 and worked for 
several firms before forming the 
Gebhardt-Vogel firm with A. E. Geb- 
hardt in 1936. He was a member of 
the Leather and Allied Trades Asso- 
ciates and local business groups. 

Surviving are his widow, Gene- 
vieve; a son, Robert; two daughters, 
Mrs. Louise Dobler and Mrs. Annette 
Riedlinger, and a sister, Miss Louise 
Vogel. 


Norman Marcus 

ST. PETERSBURG, FLA.—Nor- 
man Marcus, 59, a well known figure 
in retail shoe merchandising, died 
here September 4 after undergoing 
an operation. Mr. Marcus had re- 
signed last year after serving since 
1946 as buyer and merchandiser of 
all shoes at the Stark Dry Goods 
Company, operating four stores with 
headquarters in Canton, O. 

His first job was as shoe buyer at 
Rosenbaum’s in Pittsburgh. In 1935 
he became buyer for all downstairs 
shoes at the May Company, Cleve- 
land. He held that position until 
joining the Stark Company. He is 
survived by his wife, Susan; a son, 
Clayton; his mother, four brothers 
and two sisters. 
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To All Shoe Travelers 


The Recorper is inaugurating in this issue a new fea 
is a 
This includes births, 
weddings, important anniversaries, election to offices in other 
organizations, civic activities, honors and recognition in your 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. Please send all news items to: 


MRS. BERNICE S, DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 

228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 
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Fred C. Lovejoy Dies at 64; 
President of Mears Heel Co. 

ST. LOUIS—Fred C. Lovejoy, 64, 
president of the Fred W. Mears Heel 
Company, Inc., of Lawrence, Mass., 
died here September 4 after a long 
illness. 

Mr. Lovejoy joined Mears in 1922 
and served in the company’s Eastern 
and Western plants. He was elected 
a vice-president in 1940 and presi- 
dent in 1957. Since 1951 he was also 
president of the Dominion Wood 
Heel Company of Montreal, Canada. 

Surviving are his widow, two 
daughters and a brother. 


H. Stuart French 

INDIANAPOLIS, IND. — H. 
Stuart French, 69, a shoe salesman 
at L. S. Ayres and Company depart- 
ment store here for 20 years, died at 
his home September 6. For 20 years 
previously, he was a salesman for 
the International Shoe Company, St. 
Louis. 

A native of Chatham, Ont., Mr. 
French lived in Detroit before mov- 
ing here 37 years ago. He served 
during World War I as a member of 


October I, 1958 











SRooxS* 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 


@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 


@ Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 


@ All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 
FREE CATALOG 
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Canadian Expeditionary Forces. 
Survivors are his widow, Helen, and 
a son, Thomas, both of Indianapolis. 


John J. Wisniewski 

MILWAUKEE—John J. Wisniew- 
ski, 60, vice-president of the Thiele 
Tanning Company, died of cancer 
September 9. He was office man- 
ager of the tanning company for 
five years before being named vice- 
president last year. 


John E. Welch 

CONCORD, N. -John E. 
Welch, former proprietor of the 
Haverhill Shoe Store, died at his 
home here recently. He had spent 
his entire life in Concord. Sur- 
vivors include his widow, Mary; 
three two daughters and a 
sister. 


sons, 


E. Stanley Cutter 

ST. PETERSBURG, FLA. —E. 
Stanley Cutter, 87, who retired 
about 14 years ago after spending 
all his adult life working as a shoe 
salesman, died here September % 
after a short illness. 

Mr. Cutter joined Dunn and Me- 


Carthy, Inc., Auburn, N. Y., in 1929. 
Earlier he was with Crosby Squares 
and Ralston Shoes for men for many 
years. Before moving to Florida in 
1944, he lived in Cleveland and trav- 
eled in Ohio and adjacent states. He 
is survived by a son, Stanley D. 


T. M. Smithweck 

MARIETTA, GA.—T. M. Smith- 
weck, 71, a salesman for Coggin’s 
Shoe Store for the last 30 
years, died at his home recently. He 
had lived in this community 45 
years. Surviving are his widow, a 
daughter and two sons, three sisters 


here 


and six grandchildren. 


John Gantar, Sr. 

WAUKEGAN, ILL. 
Sr., 78, founder of the Gantar Shoe 
Store here, died recently. Surviving 
are his widow, Mary, and five 
John, Jr., Victor, Anthony, Rudolph 
and Frank. 


John Gantar, 


sons, 


Alvin R. Denman 

SYRACUSE, N. Y.—Alvin R. Den- 
man, 53, manager of the Dr. Scholl 
shoe department at E. W. Edwards 
& Son, died here recently. His widow, 
a son and two daughters survive. 





¢ Financial 
August Sales of Five Chains 
Show 5.3% Increase Over °57 
NEW YORK—Sales of 
porting chains 


five re- 
shoe for August 
demonstrated a gain of 5.3 per cent 
in dollar volume in comparison with 
1957. 

In reviewing the figures, the Tan- 
Council noted that there 
ene less selling day this August 
“making the comparison even more 


August, 


ners’ was 


favorable.” In addition, the council 
that 
averaged 12 per 
than in August, 1956. 


store 


higher 


chain 
cent 


noted August °57 


sales 


this August 
were: Kinney, up 11 per cent; Mel- 
ville, 4.6 per cent; Edison, 8.2 per 
cent, and National Shoes, 3 per cent. 
Corporation of America re- 
ported a decline of 0.1 per cent. 

For the first eight months, all five 
of the chains showed gains as fol- 
Kinney, 11.9 per cent; Mel- 
ville, 3 per cent; Edison, 6.4 per 
cent; Shoe Corporation, 0.1 per cent, 
and National, 1.2 per cent. As a 
group, their for that period 
were up 4.5 per cent. 


Registering gains 


Shoe 


lows: 


sales 


M. T. Shaw’s Shipments Rise 
7% for First Seven Months 
COLDWATER, MICH.—A 7 per 
cent increase in shoe shipments for 
the first seven months of this year, 
in comparison with the same period 
of 1957, was reported by M. T. Shaw, 
Inc., men’s shoe manufacturer here. 
M. T. Shaw, Jr., president of the 
company, “Sales figures on 
the Shaw line show a proportionate 
increase for the same period.” 
Since moving into a new plant in 
December, 1955, the firm has stepped 
up production from 6000 _ pairs 
weekly to 9000. Plant employment 
has jumped from 160 in 1956 to 195 
today. 
The company makes a complete 
line of men’s dress, work, casual and 
comfort shoes, retailing from $8.95 


to $12.95. 


added, 


International Pays Dividend 
ST. LOUIS 
Company 


International Shoe 
quarterly 
common 
stock- 
holders of record September 12. The 
company paid a like amount July 1, 
marking a reduction from the pre- 
vious 60-cent quarterly rate. 


declared a 
per 


has 
dividend of 45 cents 


share, payable October 1 to 


86 


Newspaper Industry Cites Edison Bros. for Advertising 


NEW YORK Edison Brothers 
Stores, Inc., has been honored by the 
American industry “in 
recognition of 35 years of consistent 
and imaginative adver- 
tising.”’ 


newspaper 
newspaper 


In simultaneous luncheon meet- 
ings in New York and Los Angeles, 
“achievement awards” were pre- 
sented to Edison Brothers execu- 
tives by the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Association. At the same 
time the Bureau published a case 
Edison Brothers en- 
Take Giant Strides 


susiness.” 


history about 
titled ‘“‘How to 
in the Shoe 
The booklet traced 
growth from a single 
opened by the 
brothers in Atlanta in 1922 to the 
group of 330 units in 174 
“It is the largest retailer of 
the world,” the 


the chain’s 

Chandler’s 
store five Edison 
present 
cities. 
women’s shoes in 
account points out. 

The case history stresses the com- 
pany’s newspaper ads “to 
create a favorable, quality impres- 
sion in the minds of the public.” 
Totaling about two million lines a 
year, Chandler’s advertising appears 
regularly in 73 metropolitan papers. 
Together the three Edison divisions 

the others are Edison and Leed’s 


use of 





Salon Opening Aids Charity 


Harold Florsheim, president of the Flor- 


sheim Shoe Company, Chicago, signs 
$5,938 check before turning it over to 
Mrs. Chris Varde, treasurer of the Wo- 
men's Auxiliary, Infant Welfare Society 
of Chicago. Florsheim raised the sum 
in connection with the opening of the 
firm's new Shoe Salon for Women in 
Chicago. 


use 191 newspapers. 

Receiving the achievement award 
in New York was Irving Edison, 
president of the chain. On the West 
Coast the award certificate was pre- 
sented to Abe Landau, Los Angeles 
regional manager. 


Hand-Lasting Display Draws 
Watchers into N. Y. Store 
NEW YORK—For six successive 


days last month, multitudes 


RALPH PERRONE 
. . « On the Job 


jammed the front of the 34th St. 
and Broadway window of Saks 34th 
Street. They were fascinated by 
the animated display ... of Ralph 
Perrone, “Contours” expert shoe- 
maker, hand-lasting women’s shoes. 

Stewart Sommers, buyer for the 
better department, 
reported that response 
was “sensational” and traffic in the 
shoe department was most satisfac- 
tory. 

People were following through. 
They came into the department 
asking to see the “Contour” shoes. 
Impressed with the shoemaking op- 
eration in the window, they wanted 
to see the shoes at close hand, ex- 
amine them and try them on. In 
most cases they bought, often in 
multiple pairs. 

“It was one of the most success- 
ful promotions ever put on by the 
says Mr. Sommers. 


store’s shoes 


consumer 


store,” 
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Brown Shoe Co. Holds 
Spring Sales Meetings 


ST. LOUIS—Representatives of 
Brown Shoe Company divisions are 
holding their spring sales meetings 
here and elsewhere. 

Because of the early Easter, the 
women’s divisions—including Life 
Stride, Risque, Air Step and Nat- 
uralizer—have held their meetings 
already, during the latter half of 
September. The latter two sched- 
uled a three-day meeting conclud- 
ing October 1. 

The Roblee division is trying an 
innovation with three regional 
meetings on different dates rather 
than one meeting in St. Louis. The 
first will be held in the Reed House 
in Chattanooga, Tenn., on Wednes- 
day, Thursday and Friday, October 
1-3. Another meeting will be in the 
Penn Sheraton Hotel in Pittsburgh, 
Monday, Tuesday and Wednesday, 
October 6-8, with the third Roblee 
meeting a week later in the Albany 
House, Denver, Monday, Tuesday 
and Wednesday, October 13-15. 

The two children’s’ divisions, 
Buster Brown and Robin Hood, and 
the United Men’s division, will hold 
their meetings on Monday, Tuesday 
and Wednesday, October 20-22, in 
St. Louis, with the Buster Brown 
division in the Chase Hotel, the 
Robin Hood in the Park Plaza Ho- 
tel, and the United Men’s division 
in the Congress Hotel. 


Utrilon May Start Production 
In Puerto Rico in a Month 

NEW YORK—tUtrilon, Inc., injec- 
tion-molded plastic footwear firm, 
will begin production in Puerto Rico 
in about a month, company officials 
have estimated. Shoes for men, wo- 
men and children will 
tured there for the United 
market. 

Leonard Rae, president, and Stan- 
ley F. Reed, executive vice-president 
of Utrilon, made successive trips re- 
cently to London and San Juan, a 
company spokesman reported. In 
London they concluded arrangements 
for shipment of machinery 
equipment to the new 
Then they went to Puerto Rico to 
expedite planning and organization. 

Utrilon officials say their machines 
deliver a pair of shoes every 20 sec- 
onds. 


be manufac- 
States 


and 
operation. 
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International’s Salesmen View Spring Lines, Advertising 


ST. LOUIS International Shoe 
Company’s general division sales- 
men are viewing the company’s 
spring and summer lines and ad- 
vertising programs in a series of 
five regional meetings. 

According to Si Bland, director 
of general line branches, the re- 
gional gatherings are being held 
with small groups to_ provide 
greater opportunity for planning 
how to give retailers better sales 
merchandising service. The 
sales meeting schedule’ includes 
New York City, held September 26- 
28; Atlanta, September 29-October 
1; Dallas, October 2-3; An- 
geles, October Chicago, 
October 8-9. 

About 25 of International’s top 
sales, merchandising and advertis- 
ing executives are handling the 
new line presentations. Heading 
the group are Dude Chambers, vice- 
president, sales; Norfleet H. Rand, 
vice-president, merchandising and 


and 


Los 


5-6, and 


manufacturing; Si Bland, director 
of general line branches; Bob Shaf- 
fer, marketing manager, men’s and 
boys’ shoes, and Phil Miller, mar- 
keting manager, women’s shoes. 
Sales executives include Harry 
Hall, general sales manager, Rob- 
erts, Johnson & Rand division; Bob 
Smock, sales manager, 
Peters Howard Donahie, 
general sales manager, Friedman- 


general 
division; 


McCarthy, 
and 


Joe 
manager; 
regional 


Shelby division; 
Northeast regional 
Harry Baxter, Southeast 
manager. 

Merchandising executives in at- 
tendance include Hap Thoelke, gen- 
eral merchandise manager, women’s 
John Hill, general mer- 
manager, juvenile 

Frank Miller, 
men’s 


division; 
chandise divi- 
and 
merchandise 


general 
divi- 


sion, 
manager, 
sion. 

The company’s spring and sum- 
mer advertising and promotion pro 
by A. L. 


director ; 


grams will be revealed 
Johnson, advertising 
Charles A. Mueller, 


vertising director, and Andy Brana, 


assistant ad- 


sales promotion manager. 


McElwain to Hire 100, Make 
New Line of Men’s Casuals 

ATHOL, MASS.—Officials of the 
J. F. McElwain Company branch in 
this city plan a substantial increase 
in the number of workers. One hun- 
dred will be added by October 15, 
according to Manager’ Reginald 
Hoyt. Eventually the figure 
reach 150. 

The employees will work in the 
manufacture of a new line of men’s 
casuals, Mr. Hoyt The Me 
Elwain Company, with headquarters 
in Manchester, N. H., is the manu 
facturing division of Melville Shoe 
Corporation, New York. 


will 


said. 





Beebe Rubber’s 4th Addition Links Offices, Plant 


fine auewee COMPANT 


Modern single-story "L'"' structure in foreground marks fourth addition in two 


years to headquarters of the Beebe Rubber Company, Nashua, N. H. 
link administrative offices to the plant proper. 


It will 
Sparking expansion program is 


the manufacture by Beebe of the Ripple Sole. Firm is the lone U.S. licensee making 
the product. 





Personnel 





AL FASTOW 
Advanced by Acme 


W. S. BREWSTER 
Elected by USMC 


Elected... 


J. Ward Keener, as chief execu- 
tive officer of the B. F. Goodrich 
Company in addition to his present 
office of president. John Lyon Coll- 
yer, 65 last month, is relinquishing 
the chief executive post after 19 
years but will continue as chairman 
of the company. 

William S. Brewster, as a vice- 
president and a director of the 
United Shoe Machinery Corpora- 
tion, Boston. He has served as an 
assistant vice-president since 1955. 

Roger T. Perkins, as president of 
the B. B. Chemical Company, Cam- 
bridge, Mass., succeeding Russel K. 
Nash, who retired recently. The 
company is a subsidiary of United 
Shoe Machinery Corporation. 


Promoted... 


Al Fastow, from salesman to re- 
manager for Acme 
Boot Company, Inc., Clarksville, 
Tenn. He will take charge of sales 
activities in 17 states of the Middle 
West and Central South and have 
responsibility for all phases of sell- 
ing, promotion and account rela- 
tions. He will head a new branch 
office to be opened in Chicago soon 


vional sales 


RAYMOND FRISQUE 
Named by Rueping 


JOHN R. HELTER 
Selling for Eby 
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JOHN WOOD 
Western Manager 


S. R. PLETZ 
Promoted at Converse 


as part of Acme’s expansion pro- 
gram. 

S. R. Pletz, to a newly created 
post of executive sales director for 
Converse Rubber Company, Mal- 
den, Mass. He had been national 
sales manager of the sporting foot- 
wear and athletic footwear divi- 
sions as well as western branch 
manager of the waterproof footwear 
division. 

John Wood, to manager of the 
Chicago branch and western sales 
manager of the waterproof foot- 
wear division for Converse Rubber. 
He has been associated with the 
firm since 1946. 

Grady Lewis, to national sales 
manager of the Converse sporting 
footwear and athletic footwear di- 
visions. He had been assistant na- 
tional sales manager. Mr. Lewis, 
Mr. Pletz and Mr. Wood all will 
have headquarters at Melrose Park, 
Ill. 


Transferred... 


Floren T. Thompson, from assis- 
tant superintendent of the West 
Plains, Mo., plant of International 
Shoe Company to the Kirksville, 
Mo., unit in the same capacity. He 
succeeds the late Alfred Jameson. 


G. H. BURROWS, JR. 
To St. Louis 


LESTER F. BOHLMAN 
Midwest Salesman 


is 


MISS SEYMOUR-COLE 


GRADY LEWIS 
In Publicity Post 


To National Post 


Resigned... 


Lewis B. Walker, from the board 
of directors of United Shoe Ma- 
chinery Corporation, Boston, under 
the provisions of United’s pension 
system. He will continue to be as- 
sociated with the company, how- 
ever, as an assistant vice-president 
on special assignment. 


Appointed... 


Jewett F. Neiley, Sr., as director 
of purchasing for Endicott John- 
son Corporation, Endicott, N. Y. 
Mr. Neiley, who joined EJ in 1912, 
has been a member of the board of 
directors since 1929 and has served 
as the company’s hide buyer. He 
retains these duties. Charles H. 
Loveland has been named _ hide 
buyer for Endicott Johnson. 

Miss Hilary Seymour-Cole, as 
publicity coordinator for the Val- 
entine, Fortunet and Friendly lines 
for General Shoe Sales Corpora- 
tion. Replacing Louise Feinsot, 
who is retiring to private life, Miss 
Seymour-Cole will assist Fashion 
Coordinator Jimmi York in the New 
York office in working with maga- 
zine editors and retailers. She is a 
native of London. 


GORDON THOMPSON 
Also at Justin 


ROGER SOUDER 
Appointed by Justin 
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Appointed... 


John R. Helter, as representative 
of the Eby Shoe Corporation, 
Ephrata, Pa., children’s shoe manu- 
facturer, in Ohio, Indiana and Ken- 
tucky. Before World War II, he 
worked in the making of children’s 
shoes at Eby. 

George M. Rogers, as Denver- 
west representative for Dalsan, 
Inc., Dolgeville, N. Y., carrying wo- 
men’s dress shoes. He formerly 
represented Miami Footwear Cor- 
poration. 

Arlo L. Jensen, as sales organ- 
ization head at the Dallas branch 
of Red Wing Shoe Company, Red 
Wing, Minn. Succeeding him as the 
company’s advertising manager is 
George M. Aymond. 

Seymour Freed, as sales repre- 
sentative for Modern Shoe Com- 
pany, St. Louis, in the Chicago 
area. He formerly was a buyer in 
Chicago’s Goldblatt Stores. 

Frank L. Loeb, as salesman for 
Stepping Stone Shoes, division of 
Lucille Footwear Company, Wil- 
liamsport, Pa. He will handle sales 
to large volume accounts in the 
Midwest, with headquarters at 
Cleveland. He will also carry a line 
of fashion shoes for girls, being 
produced by another Stepping 
Stone branch for the volume trade. 

Robert Payne, as sales represen- 
tative for the athletic footwear line 
of Boston Athletic Shoe Company, 
Cambridge, Mass., in Kentucky, 
Tennessee and Indiana. This con- 
stitutes an expansion of his terri- 
tory. 

Raymond J. Frisque, as assistant 
sales manager of the Fred Rueping 
Leather Company, Fond du Lac, 
Wis. He has been sales represen- 
tative in the St. Louis area. Suc- 
ceeding him there is George H. 
Burrows, Jr., who previously han- 
dled sales in the Midwest territory. 
Lester F. Bohlman, former assis- 
tant to the sales manager, will rep- 
resent the company in the Midwest 
area. 

Roger Souder, as production su- 
perintendent of the Justin Boot 
Company, Fort Worth, Tex. He was 
previously production control di- 
rector. Named controller was 
Gordon W. Thompson. 

Milton B. Morrill, as vice-presi- 
dent of the Krippendorf Kalculator 
Company, Lynn, Mass., a _ subsidi- 
ary of the United Shoe Machinery 
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Corporation. He continues as gen- 
eral manager of Krippendorf. 

Raymond W. Mann and Starr W. 
Stanyon, as vice-presidents of the 
Hoague-Sprague Corporation, Lynn, 
Mass., also a subsidiary of United 
Shoe Machinery. 

Lawrence H. Bruce, as sales man- 
ager of latices for the Naugatuck 
(Conn.) Chemical division of 
United States Rubber Company. 

Charles Haviland, Jr., 
manager in charge of field opera- 
tions for the Willcox & Gibbs Sew- 
ing Machine Company, New York, 
and J. Bentley Newman as _ shoe 
sales supervisor. 

Ernest Ponte, as New England 
regional representative of Credit 
Exchange, Inc., handling sales of 
the agency’s credit reporting and 
collection services to shoe and 
other manufacturers, and acting as 
a claims adjuster. 


as sales 


Canadian Company Licensed 
For Tanning of ‘SuperSole’ 

LURAY, VA.—“‘‘SuperSole,” long- 
wearing genuine leather soling, will 
be produced for the Canadian mar- 
ket by Beardmore & Company, Ltd., 
of Acton, Ont., under exclusive li- 
cense. 

Stephen J. Blaut, vice-president of 
Virginia Oak Tannery, Inc., of Lu- 
ray, said negotiations have been com- 
pleted for the licensing. He added, 
“We are very pleased to be asso- 
ciated with Canada’s largest tanner 
in the production of ‘SuperSole’ for 
the Canadian market. We feel cer- 
tain it will be as widely accepted by 
the Canadian manufacturers as it 
has been by our own.” 

“SuperSole,” developed by Virginia 
Oak Tannery in 1955, is currently 
being merchandised with an exten- 
sive national advertising program. 

“SuperSole” will be presented by 
Beardmore to Canadian manufac- 
turers on October 13 at the Cana- 
dian Shoe and Leather Fair in 
Montreal. 


Tanning Firm Head Honored 


CAMDEN, N. J.—A signal honor 
was conferred on William F. Hickey, 
president of John R. Evans & Com- 
pany, Camden, on September 6. Mr. 
Hickey was invested in the Eques- 
trian Order of the Knights of the 
Holy Sepulchre by His Eminence 
Francis Cardinal Spellman at St. 
Patrick’s Cathedral, New York. 


Where 
to Buy 





MERCHANTS’ NEEDS 








FOOTSAVING 
EDUCATION 


fX Ads of compelling interest 
Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 














BOX HANDLERS 





| Does your LONG ARM* 


HEART 


when you climb ladders? 

Better let me send you 

some Long Arms _ to 
| reach the high shelves 

for you. With handles 

24", 36'', 48"', 60°’, $3.50; 

with 72'' handles $4.50 postpaid in USA. Specify 
handle length desired and if for men's or 
| women's boxes guaranteed 
jobber or 


Satisfaction Your 


| CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn 





JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fins he or 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 
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Brown Shoe Co. Reorganizes Advertising Department 


ST. LOUIS 
Brown Shoe Company’s advertising 
department has been announced by 
Robert G. Stolz, advertising and 
sales promotion manager. 

Miss 
Braeutigam, 
mer supervisor 
of all 
ing 
brands, now 
sists Mr. Stolz as 
national adver- 
tising manager 
in charge of the 

adver- 


all 


Reorganization of 


Muriel 


for- 


advertis- 
on women’s 


as- 


national 
tising 
brands. 


- on 
ROBERT G. STOLZ 


Newcombe becomes sales 
manager in charge of 
programs and 
dealer advertising services on all] 
He will Mr. 
Stolz in department management. 
Assisting Mr. Newcombe will be 
Mrs. Carol Rees, former art 
director of adver- 


James 
promotion 
promotion 


sales 


brands. also assist 


direc- 
tor, as creative 
tising services on women’s brands, 
and William Oliver as creative di- 





St. Louis Show Accepting 
Applications from Outsiders 

ST. LOUIS—Applications are be- 
ing accepted now from manufac- 
tures and suppliers outside the St. 
Louis area for display space at the 
1959 St. Louis Shoe Show. 

Harry Bennigson, chairman of the 
Housing Committee for the April 
12-15 event, pointed out that applica- 
will be on a first- 
He sug- 
gested that manufacturers and sup- 


tions accepted 


come, first-served basis. 
pliers outside the St. Louis area who 
are interested in displaying at the 
show include in their applications an 
estimate of their sample room re- 
Applicants should also 
state preference of display hotels, 
the Statler, Sheraton- 
Jefferson. Tentative plans anticipate 
the the Merchandise 
Mart Building also. 

Applications and requests for fur- 
ther information should” be ad- 
dressed to Arthur H. Gale, secre- 
tary, St. Louis Shoe Manufacturers 
1221 St., St. 


quirements. 
Lennox and 


inclusion of 


Association, Locust 


Louis 3. 
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rector of advertising services on 
men’s and children’s brands. 

Mrs. Gloria Gerst joins the de- 
director on wo- 


Russell Grin- 


partment as art 
men’s brands, while 
don continues as art director on the 
men’s and children’s brands. 


New Facilities for John Foote 
Division to Boost Production 


MIDDLEBORO, MASS.—Alberts 
Shoe Company, men’s shoe manufac- 
turer here, an- 
the 
chase of 
tional facilities 
for its John 
Foote Shoe Com- 
pany division. 

A recent acqui- 
sition of brand 
names, lasts, dies 
and patterns for- 
A. merly used ia 
CHARLES R. ARMEY) making the John 
Foote Shoe Company line will be 
placed into production under super- 
vision of Charles R. Armey, former 
president of the John Foote firm. 

Melvin Fenton, president of the 
Alberts Shoe Company, said the fa- 
cilities now at hand will make it pos- 
to double production 


nounced pur- 


addi- 


sible present 





Spring Preview at Lion 


Spring casual styling and the new Italian 
look lasts are studied by J. R. (Dick) 
Johnson, right, men's shoe buyer for 
G. R. Kinney Corporation, during tour 
of Lion Sandals’ plant at 400 East 111th 
St., New York. With him are Ben Clivner, 
center, Lion sales manager, and Peter 
Yarema, plant superintendent. The Lion 
firm specializes in casuals, scuffs and 
sandals. 


W ANTED— 
Skilled Uppers Cutter 
Is Fugitive from FBI 


Frederick Grant Dunn, 53, new addition 
to FBI's "10 Most Wanted," is 5 feet 91/2 
inches tall, weighs 150 and is of medium 
build. He has brown but graying hair, 
gray-blue eyes and a medium com- 
plexion. Identifying marks: scars above 
left ear, on left side of nose, over right 
evebrow, above left eyebrow, on upper 
lip, left middle finger and right index fin- 
ger; mole on right side of throat. 


PHILADELPHIA — The newest 
addition to the FBI’s list of “Ten 
Most Wanted Fugitives” is a skilled 
uppers cutter who may be practic- 
ing that trade today in some U. S. 
shoe factory. 

In that belief, the Bureau has 
enlisted BOOT AND SHOE RECORDER’S 
cooperation in the search for Fred- 
erick Grant Dunn. The FBI is ask- 
ing officials of shoe manufacturing 
firms to check with their superinten- 
dents and foremen and post 
Dunn’s photo and description on 
factory bulletin boards. 

According to an FBI spokesman, 
Dunn worked as an uppers cutter in 
the shoe factory at the Federal Peni- 
tentiary at Leavenworth, Kan. ‘“‘He 
may be employed in that capacity at 
the present time or may have been 
so employed since his escape | from 
a Kansas jail] on January 11, 1958.” 
Dunn, who is 53, was awaiting pros- 
ecution for burglary. He is believed 
to have left Kansas. 

The FBI calls the fugitive ‘a con- 
victed bank robber who reportedly 
considers himself a latter-day John 
Dillinger or ‘Baby Face’ Nelson.” 
He has spent most of his adult life 
either in prison or as a fugitive 
from justice. At age 14 he was sent 
to a state training school as a delin- 
quent. 

Twice convicted and sentenced to 
long terms for bank robbery and 

[CONTINUED ON PAGE 94} 
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Classified and Want Ads 





SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 














OPPORTUNITY FOR EXPERIENCED SALESMEN 


Reputable manufacturer of women’s shoes will introduce line of staple and 
fashion shoes incorporating an unusual feature enhancing the beauty and con- 
tributing to the comfort of each style. 


Will retail profitably in $10.95 to $12.95 field. Entire line backed by in stock 
service in complete range of sizes and widths. 


Unusual opportunity for promotion minded salesmen. Write giving experience 
and qualifications. All correspondence will be regarded as confidential. 


Reply to Box 286, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


EXPERIENCED SALESMEN 


Territories open for Compact Line 
of Medium Priced Men's Shoes, 
with Patented Feature, by Estab 
lished Company. Also Popular 
Priced Boys’ Line. All Styles car 
ried in-stock. Would consider non- 
conflicting side line. Please give 
full details in reply. Confidential. 


Reply to Box 304, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 











WANTED — AGGRESSIVE SALESMEN 
POSITION WITH A FUTURE 


One of America's Finest Manufacturers of Popular Priced Women's, Growing Girls' and 
Casual Footwear offers Excellent Opportunity for Aggressive Salesmen. Entire Line backed by 
prompt in-stock service. Write today giving complete outline of your background. All replies 
strictly confidential 


Reply to Box 298, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 











sie side line, for national 
Several territories open for Popular 
Priced Line of Juvenile Footwear, also 


SALESMEN WANTED | Experienced salesman yl or 


of 
men's popular price footwear. Enclose 
references, resume, and _ photograph. 


Girls’ Cements and Welts. Complete 
in-stock service. Non-conflicting Side- 
line permitted. All replies confidential. 


Reply to Box 302, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








Several territories available. 


BRILLIANT BROTHERS CO. 


190 Lincoln Street Boston 11, Massachusetts 





Highly Successful 
New England 
Shoe Manufacturer 


of Men's Leather Casuals and Boys’ 
and Youths’ Dress Shoes in Popular 
Price Field, rated AA-l, offers attrac- 
tive commission to experienced 
salesman. 100% In-Stock. May be 
carried with other  non-conflicting 
line. Write NOW in complete confi 
dence, giving all details. 
Territories open 


Mass., Conn. and R. | 

New Jersey 

Ga., Ala., Tenn 

Western Penna. 

Illinois (excluding Chicago) 
Kansas, Oklahoma 


Reply to Box 285, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna 





OPPORTUNITY FOR EXPERIENCED SALESMEN 


Reputable Manufacturer of Women's Shoes will introduce Line of Staple and Fashion Shoes 
Incorporating an unusual feature enhancing the beauty and contributing to the comfort of 
each style. Will Retail Profitably in $10.95 to $12.95 field. Entire Line backed by in-stock 
service in complete range of sizes and widths. Unusual opportunity for promotion minded 
salesmen. Write giving experience and qualifications. All correspondence will be regarded 
as confidential. 


Reply to Box 300, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 




















ORDER BLANK 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 





CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

is payable in advance 


Here is my want-ad: 











Name (please print) 
Street State 


Enclosed is Check LJ 


Please check if box No. is Wanted ["] Money Order (1 
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Classified and Want Ads 








SALESMEN WANTED 


FOR SALE 


| 
| WANTED TO PURCHASE 








NOW IS THE TIME TO THINK OF 
SPRING. GET YOURSELF SET WITH 
A LINE THAT CAN MAKE MONEY 
FOR YOU. SEVERAL TERRITORIES 
WILL BE AVAILABLE DUE TO OUR 
EXPANSION PROGRAM ON FULL 
TIME OR SIDE LINE CAPACITY. IF 
YOU CAN REALLY SELL WRITE AT 
ONCE. 


KICKERINOS Division of 
THE HAMPTON CORPORATION 


1308 W. Fond du Lac Ave., Milwaukee, Wisconsin 


SENSATIONAL VALUES for 
RETAILERS and DISCOUNT HOUSES 
FIRST QUALITY FOOTWEAR LOW-PRICED 


Write for details to 


GREENBERG FOOTWEAR CO. 


Buyers of Manufacturers Surplus Footwear 


CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





225-17 Hillside Ave. Queens Village 27, N. Y. 








STORE ROOM IN THRIVING TOWN 


For rent in heart of business section in leading 
retail sales town in U. S. as Census records will 
show. First and only room in business section avail- 
able here in years. Tenant made a fortune here, 
purchased site nearby and built larger quarters. 
Room is 19x 100, with double space upstairs. If 
act quick will still be in time for heavy Fall busi- 
ness due to apple harvest. Hub of seven highways. 
Write: J. H. HENRY, Winchester, Va. 














» Represe yled, Advertised Line 
Women Dre s Sho In-Stock and 
yke-U tur Join Pro 

territories Ava 


ng qualificatior ana ex 


®t ay Stet 


DINE SHOE CORPORATION 








24 Water Street Wakefield, Mass. 





EXPERIENCED SALESMAN WANTED 
ferritories available—-Entire Eastern Seaboard, 
West Crast and Southern High Grade Boys’ 
and Girls’ Imported Shoes made over American 
Lasts. Only salesmen presently calling on ac 
counts in these territories or men who have 
large following need apply Reply to Box 306, 
Boot ano SwHnoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna 


OLD LINE MANUFACTURER, WITH 
NEW IDEAS, has openings in several Estab 
lished Territ' ries with new Winter-Spring Line 
All shoes in-stock, retailing under $7. Staple 
and Style Flatties and Low Heels for women, 
teens and misses. Need experienced men now 
traveling with one good Line who need another 
to go with it Territories open include Ken 
tucky, Indiana, Wisconsin, North Carolina, 
South Carolina, Florida, Louisiana, Mississippi, 
Mountain States, Arkansas, Oklahoma Please 
give full information in first letter Reply to 
Box 303, Boot ano Suoe Recorper, 10 High 
Strect, Boston 10, Mass 


NORTHERN OHIO, KANSAS, MISSOURI, 
OKLAHOMA AND ARKANSAS: Experienced 
Sales Representatives wanted for these estab 
lished territcries. Commission basis, plus guar 
antee. Well known Men’s and Boys’ Work and 
Dress Shoe Line List trade references when 
replying to Box 305, Boot anp Snoe RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


EXPERIENCED CHILDREN’S SHOE 
SALESMAN, Pennsylvania Manufacturer of 
High Grade Children’s Goodyear and Cement 
Juvenile Shoes wants salesman with established 
non-competitive Lines as representative for 
West Coast. Reply to Box 288, Boor anp SHoe 
Recorper, Chestnut & S6th Streets, Philadel 
phia 39, Penna 

SALESMAN’S OPPORTUNITY: To Qual- 
ified Experienced man will furnish drawing ac 
count. Must have established fcllowing. To sell 
for Nationally-known Distributor strong competi 
tive Line of Men’s and Children’s Popular- 
Priced Sellers. State background. Territories 
available Virginia, Georgia, Arkansas, Ken 
tucky, Indiana, Ohio. Reply to Box 301, Boot 
AND Snore Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


WANTED EXPERIENCED SALESMAN 
for Men’s Dress and Work Shoes in Medium 
Priced Bracket. Can be sideline Furnish de 
tails of your qualifications. Open territories: 
Illinois, Wisconsin, Michigan, Texas, lIowa, 
Minnesota. Reply to Box 299, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel 
phia 39, Penna 
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F AMIL Y SHOE STORE, WITH FAMOUS 
NATIONALLY ADVERTISED BRANDS: 
Progressive City in Southwestern Ohio. Very 
Modern Front; Only 10 years old; Rent $150.00, 
including heat and water. Taking over bigger 
business. Reply to Box 296, Boot ann SHOE 
Recorper, Chestnut & 56th Streets, Philadel 
phia 39, Penna. 

FOR SALE: PRIMEX X-RAY, LIKE NEW. 
Machine conforms to the same _ specifications 
as those now in producticn. Priced for quick 
sale. CLEAR’S SHOES, 144 East Spring St., 
St Mary’s, Ohio. 


FAMILY SHOE STORE, Good, Clean Mer 
chandise; Same location 55 years; Only shoe 
store in City. $17,000. will handle. 
business interests reason for selling. 


HE ATH, 306 North Main, Bridgeport, Illinois. 


( “OMP! L ETE SET OF PRACTICALLY 
NEW, Modern Shoe Store Fixtures. Everything 
a shoe store needs. Phone (New York) Prim 
rose 5-2909 


*F OR "SALE: F AMET Y SHOE STORE, 
near Bong Air Bas Repair Shep in rear, 
optional. NIMMO SHOE SE RVICE, Union 


Grove, Wisconsin 


FAMILY SHOE STORE, 
Business in  Philadelphia’s 
Section. Excellent Opportunity. Reply to Box 
48, Boor anno Snore Recorner, Chestnut & 
56th Streets, Philadelphia 39, Penna 


Doing Excellent 
Fastest Growing 





POSITION WANTED 








NOW AVAILABLE 
FOR YOU 
TWENTY YEARS’ EXPERIENCE 


As Shoe Manufacturer's represen- 
tative, retail Sales and Manage- 
ment, Style and Design. Strong 
all round industry know-how in 
ladies’, Men's and Children's 
Shoes. Will go anywhere. Best 
references. 


Reply to Box 297, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 

















SIDELINE SALESMAN WTD. 





SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest cemmission. Reply 
to Box 556, Boor anp Snore Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


TOP ‘DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa 
Phone: WA 5-9533—WA 5-9927 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











WANTED RETAIL STORE, Preferably 
Men’s only, in Metropolitan New York area, 
doing $75,000. or better. Write full details 
Reply to Box 289, Boor anp SHOE REcoRDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna 


BUSINESS OPPORTUNITY 








WANTED: BUSINESS SERVICE REPRE 
SENTATION for Foreign Shoe Manufacturers, 
Styling, Fashion Reports, Sampling, Purchasing 
supplies and Technical information. For com 
plete details write to Box 307, Boot anp Suor 
Recorver, Chestnut & 56th Streets, Philadel 
phia 39, Penna. 


LEARN TO MAKE 
MOULDED SHOES. Instructions in taking 
Plaster Casts, Lasting and making Moulded 
Shoes. Complete Course—21 hours—costs only 
$150.00. Instructions available in New York 
City For further details reply to Box 304, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna 


SHOEMAKERS: 


Military Contract Award 


PHILADELPHIA — The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contract: 

QM 36-243-59-116, men’s black leather 
combat boots with capped toe, rubber 
sole and heel, MRT.—B. B. Walker 
Shoe Company, Asheboro, N. C., 45,024 
pr. @  $6.87-7.27, $318,410.88. Bids 
opened August 26. 


Help Fight TB 





Buy Christmas Seals 


Boot and Shoe Recorder 





Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


” SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


PLEASE DON'T 
CAUSE AUNT JENNIE IS JEALOUS 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 


Sau > FOR OVER 43 YEARS 


MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 


CANCELLATIONS 
Nationally Known Brands for Men, 
Women and Children. Low Prices! 

Quality Shoes Since ‘32. 
While in Town See Weil. 


M. K. WEIL SHOE CO. 


1136 Washington Saint Louis 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6. Pa. 











WE PAY MORE /._,,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED Hf 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











VM BAR'S BUYS for CASH 
B A » { Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. © New York 7, N.Y. © Tel: WOrth 2-5180 
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for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE $1., WN. ¥.C. 


" COMPLETE STORES * 
‘WANTED: 


Confidential negotiations by 4 


§ rated... 
ARRONSON BROS. & BAYROFF , 


100 Chambers St., N.¥.C. RE 2-4170-4171 a 





experienced retailers 
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FIRST in the NATION with 
PARAKEET......., 


We are proud to be first with Para- 
keet genuine sheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 
over 150 Moc styles available for 
same-day delivery. 


WRITE TODAY FOR 


UODDY 
'p)” Moceasins 


—~. | © 


4 SPIEGEL-STANLEY CO. 


BAYSIDE PARK—PORTLAND, MAINE 


cw 
TO-D eran 

4 Ay) 

A 


J 


Juvenile COWBOY + WELLINGTON 


CHUKKA * COMBAT «+ ENGINEER Boots 


0) 1 2 i ae ©) ae. 0 @) 18) 2-0) 
ee 
FROM FACTORY IN-STOCK 


Send for Catalog, Price List 


QUINN & DELBERT 


Boot Manufacturing Co. 
MARLBORO, MASS. 


ILLUSTRATED CATALOG 


Salesmen on the Road 
| CONTINUED FROM PAGE 73 | 


The Lines They Represent .. . 


Milton Benjamin now represents 
Sid Berk, Inc., in the Los Angeles 
area. Al Rosen has added the Lep- 
recon line. 

Robert Heaton has deserted the 
retail ranks and joined those of 
the shoe travelers. A new member 
of the Midwest Shoe Travelers’ As- 
sociation, he has recently been ap- 
pointed Illinois and Indiana sales 
representative for Gustave, Inc. He 
succeeds 
signed. Mr. Heaton was formerly 
men’s shoe buyer for Marshall 
Field & Company, Chicago. 

S. (Sonny) Ander has recently 
taken on representation of the 
Lester Pincus line in the Chicago 
area, Illinois and Indiana. 


New Arkansas Encyclopedia 
Lists State’s Shoe Factories 
LITTLE ROCK—The most com- 
prehensive and useful industrial de- 
velopment reference work ever at- 
tempted on Arkansas, The Arkansas 
Encyclopedia, is now being distrib- 
uted, according to William P. Rock, 
Arkansas Industrial Development 
Commission executive secretary. The 
encyclopedia includes a listing of the 
10 shoe plants located in the state. 
Designed to serve as a reference 
tool, especially for those executives 
concerned with plant location, the 
encyclopedia will undoubtedly have 
its greatest use to Arkansas in the 
field of industrial development. 


Uppers Cutter Is Fugitive 
[CONTINUED FROM PAGE 90] 


twice paroled, he was returned to 
Leavenworth in 1954 as a parole vio- 


lator, then released last year. Three 


months later he was arrested for 


burglary. His escape came two 


| months after that. 


Known to have carried firearms 
and nitroglycerin, he is considered 
“extremely dangerous.” He goes by 
such aliases as Fred Carlson, “Fritz” 
Dunn, Freddie Dynn, Freddie Gunn, 


| William Haney, Fred Mathison, Fred 


Matterson, Robert Bartlett Nolan, 
Robert Bartlett Noland and others. 
Anyone with information about 


| Dunn is asked to notify the FBI’s | 
| nearest office. 








Frank Howe, who re- | 





THE FINE wat in 
Lining Le 


PAST’ PRESENT-FUTURE ‘WI 


Wittslow Bres.€ Smith 
Boston, 97 South St. 
New York, 2 Jacob St.; Chicago, 426 Randolph St. 








MERCHANTS’ NEEDS 











Mats AND Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if you advertise innewspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


* 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


. 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 
New York City 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 


contract. Every care will be taken to 


index correctly. 


No allowance will be made for 


errors or failure to insert. 


A 


Meme BOOt COs, .5.. 64566466008 
Alden, C. H., Shoe Co. 
Armour Leather 

Arronson Bros. & Bayroff .... 


B & R Shoe Co 

Baris Shoe Co.......... 89, 91, 
Bata ON0C COs iis esas cs oesa.s 
Beebe Rubber Co. 

Berned Shoe Co 
Broitman-Gaffin Shoes, Inc... 
Brooks, Wm. Shoe Co. 


Camitta, Louis 93 
Camitta Shoe Co 93 
Carry-Pack, Ltd. 15 
Colonial Tanning Co.....3rd Cover 
Converse Rubber Co. 3] 
Coon, W. 5... SROCS.....-. 0604 78 
Curtis Stephens Embry Co... 52 


D 


Dickerson, Walker T. Co. 

Drew, lvving, Corp: ........: 

Duntam. Shoe. Co... 0.006% 

duPont, E. I., de Nemours & Co. 
INGOPTENG: 4s secs ees 2nd Cover 


Eddy Shoe Co. 
Edwards, Vincent 
Endicott Johnson Corp. ...... 


G 


Gerberich-Payne Shoe Co. 

Back Cover 
Gerwin Shoe Co. 
Goodyear Tire & Rubber Co. .. 


H 


Hamel Leather Co. 65 
Hempstead Shoe Co. 93 
Henry, Carl, Inc. 51 
Hubschman, E., & Sons, Inc... 36 
Hyer, C. H., & Sons, Inc. 

79, 80, 82, 85 


I 


Shoe Co. 
Front Cover 


International 


Italian Shoe Mfrs. 


K 
Tanners 


Kangaroo pertains 
Hampton 


Kickerinos Div., 
Corp. 

Korchnoy, E. A., Ltd. a2 

Kreider, A. S., & Son, Co... .58, 59 


| 


L 


Lawrence, A. C., Leather Co... 

PO VOR Grrr Oe) fits e oy cee erer 
Long Arm 

PACK SARS COs. oss. sieieics 50s 28-2! 


M 


McKee Advertising 

Miller Shoe Co. 

Minor, P. W. snoe:Co: ....... 

Modern Orthopedic Appliance 
Co. 

Mosinger-Cohn Shoe Co. .... 

Mrs. Day’s Ideal Baby Shoe Co. 


P 
Peek-A-Boot, Ince. 
Pierce, C. S., Co. 
Popular Price Shoe Show 
POtvin,. he ds, SNOO CO. .05.566. 


Q 


Quinn & Delbert Boot & Shoe 
Mfg. Co. a 


Ripple Sole Co. 


SL 0 aa en a 
Scott Foot Appliance Co. 
Shaw, M. T., Inc. 
Sheraton-McAl]Ipin 
Spiegel-Stanley Co. 
Stoff, M. 


Hotel 


Tan-Art Co., Ine. 
Topps Shoe Store 
Tyer Rubber Co. 


U 
Union Underwear Co. ....... 
United Shoe Machinery Corp. 
Machinery 
Service 


Vaisey-Bristol Shoe Co. .. 
Vitality Shoe Co. 


W 


Weil, M. K., Shoe Co. 

Wellco Shoe Corp. eee 

West Coast Shoe Travelers 
Assn. 

Weyenberg Shoe Co. 

Winchell Shoe Co. 

Winslow Bros. & Smith 


| Wolverine Shoe & Tanning Co. 
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In NY. C. 
We're Your 








STAY AT THE 


QHERATON- 


MISAcpin 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
New 


York’s fashion center. Steps from 


close to wholesale sources, 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres, night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TY, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Holland 


every 


Cleve features authentic 


dishes, German food 


imported Netherlands and German 


beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


SHERATON - 


MISAcpin 


HOTEL 
inthe. Heat of the Denn, Aone, 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 





You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 





running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 
The average United Man has 15 years 








of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 


FOR YOUR BEST BUY IN SERVICE 
wWJnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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mm the brightest “a 
star of patent leather’s 
ereatest oo, 


Spring 


Is 


you ll 
find it at its 
brilliant 
best 





for all that’ 


IN ROOMS 
741-742 


PALMER HOUSE 
NATIONAL SHOE FAIR 








IN STOCK 
To 
GERBERICH 


3 STYLE LINES | DEALERS 


3 * YOUTHS 81,.-12-3 
SIZE gh BoYS 1-6 


RANGES BIG BOYS 612-11 


GERBERICH-PAYNE SHOE COMPANY 
MOUNT JOY, PENNSYLVANIA 


[rez 
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